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House Group Turns 
Down All Funds for 


Census of Business 


WASHINGTON, April 30—The 
House appropriations committee 
today refused to allow any money 
for the business and manufacturing 
censuses which were to be made 
early next year. The committee 
said the work should be deferred 
and the money (approximately 
$12,000,000) used for more urgent 
purposes. 

Over $1,500,000 already spent 
during the past two years to pre- 
pare for the business and manu- 
facturing studies will go down the 
drain if Congress follows the rec- 
ommendation of the appropriations 
committee. 


ws The Census Bureau has assem- 
bled lists of more than 3,000,000 
businesses which are to participate 
in the studies. These lists are cur- 
rently being transferred to address 
stencils. 

Hundreds of meetings were held 
with business groups to review the 
question form, and more than 450 
forms for the census of manufac- 
turers have been completed. These 
forms are already available to bus- 
iness men for inspection. 

Under legislation passed shortly 
after World War II, these so-called 
“economic” censuses are supposed 
to be taken simultaneously every 
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JUST PLAIN SUDS—This color page ran 

in the Chicago Tribune April 30 for 

Armour’s new Suds detergent, which is 

now being introduced in the Midwest. 

Foote, Cone & Belding is the agency. 
(Story on Page 4) 


five years. 

When the program was getting 
under way in 1947, however, Con- 
gress balked at providing funds for 
the business census. As a result the 
first postwar studies were made 
in 1948 for manufacturing and 1949 
for business. The 1954 censuses 
were scheduled to be the first 
“across the board” studies, giving 
a “snapshot” of the business of the 
nation at a particular time. 


For an Agency Job, 
Go to Your Friends 


‘AA’ Asks ‘How Did You Get Your Job?’ and Finds 
There Are Plenty of Ways to Break into Agencies 


By Robert Murray Jr. 
Cuicaco, April 29—Your best chance to get a job with an advertising 


agency is to know somebody. But 
even let the job fall in your lap. 


almost any way will do. You can 


You may have suspected this; now you can be sure. It has been 
more or less proved in a survey ADVERTISING AGE has conducted among 
some people who recently got agency jobs. 

And. we might say, what a survey! It may not be too scientific, but 
what it lacks in percentage figures is more than made up in color. 


® AA simply sent letters to 140 people who recently moved into posi- 


‘Park East’ Folds 
After May Issue 


New York, April 30—Park East 
—which, like the soon-to-be-de- 
ceased Quick, has enjoyed “extra- 
ordinary circulation growth—is 
suspending publication with the 
May issue. The blame was placed 
on increased costs and insufficient 
advertising support. These ‘put too 
great a strain on finances to make 
continuation possible.” 

Park Magazine Inc., however, 
emphasized that it is not going into 
bankruptcy, and that all obliga- 
tions “are being met.” 

Park East grew from 8,000 cir- 
culation to more than 70,000 net 
paid in the last three years, and the 
publisher expressed the view that 
“had there been sufficient capital 

(Continued on Page 73) 


tions with agencies, asking them, 
in short, “How did you get that 
job?” We had even more “cheek” 
than that: We asked exactly how 
they heard of the job, how they 
managed to latch onto it—and why 
they made the change. 

Thirty-five usable answers came 
back (a 25% return, for those who 
care). These were exceptional re- 
turns—detailed, frank, lively in 
almost every case. 


ew The letters came from neo- 
phytes, and executives in the larg- 
est agencies; from those who had 
been let go from jobs and others 
who drove hard bargains before 
succumbing to offers, from re- 
turned soldiers and older men 
meeting rebuffs because of their 
age. 

About three out of five letters 
came from men and women who 
left one agency to go to another. 
Some 15 of the 35 were from peo- 
ple who came from media, manu- 

(Continued on Page 54) 


Halley Replaces NARTB Talks TV, But 
Ganger asHead Radio Is Still Strong 


of P. Lorillard 


New York, April 29—Robert M. 
Ganger, hand-picked president of 
P. Lorillard Co., resigned yester- 
day. Given reason: II] health. He 
also resigned as a Lorillard direc- 
tor. 

Into his place went William J. 
Halley, 25 years with Lorillard, 
most recently as executive v.p. 
Earlier he was comptroller, treas- 
urer and v.p. Frank Hopewell, 
longtime Lorillard sales executive, 
becomes executive v.p. 

The chief executive officer will 
be Herbert A. Kent, chairman of 
the board—an office he took when 
Mr. Ganger moved into the presi- 
dency a little more than a year 
ago. 


ae Mr. Ganger, 48 when he be- 
came president, was marked in the 
advertising business because (1) 
he was an ex-agency man, brought 
into Lorillard to succeed Mr. Kent, 
and (2) he had just unleashed a 


William J. Halley R. M. Ganger 


spectacular new brand—Kent cig- 
arets, complete with micronite 
filter and a 30¢ price. 

His brief tenure was marked by 
changes in Lorillard’s agency pat- 
tern. Embassy cigarets, which he 
had handled when he was a part- 
ner in Geyer, Newell & Ganger, 
was shifted away from GN&G to 
the new agency of Lennen & New- 
ell, following H. W. Newell to the 
agency which already had Old 
Gold. 

Further, Lorillard finally went 
into the king-size cigaret business 

(Continued on Page 8) 


TIE-IN TEST—Campbell Soup Co. is testing 


a tie-in promotion between its Franco- 
American spaghetti sauce and Red Cross 
spaghetti (John B. Canepa Co.) with this 
color page in the Chicago Tribune. Spa- 
ghetti packages carry 10© coupons good to- 
ward the purchase of the sauce. Dancer- 
Fitzgerald-Sample started the drive, but 
Compton Advertising takes over the Fran- 
co-American sauce this week (AA, Feb. 9). 


Fawcett Needs a 
New Ad Manager; 
Grover Quitting 


New York, April 30—Melvin G. 
Grover, who has held the job just 
about four months, quit this week 
as advertising director of all Faw- 
cett magazines. 

Like his predecessor, Shepard 
Spink, who was fired by Fawcett 
Publications last Dec. 2, Mr. Grov- 
er had “private” differences with 
the four Fawcett brothers. In a 
statement, Mr. Grover said: 

“Fawcett Publications 
four Fawcett brothers who operate 

(Continued on Page 8) 


Last Minute News Flashes 


‘Quick’ Staffers Plan New Pocket-Size ‘Tempo’ 


New York, May 1—‘*Tempo,” 


a 10¢ pocket-size weekly, 


will hit 


newsstands June 4, staffed by present and ex-employes of Quick, in- 


cluding Quick’s business manager, 


who 
will 


editor, Norman M. Lobsenz, 
editor, respectively. “Tempo’ 


Edwin F. Thayer, and managing 
will be “Tempo’s” publisher and 
be the first of a series of pocket 


magazines to be published by Pocket Magazines Inc., 1140 Broadway 
It will be owned by Mr. Thayer, Mr. Lobsenz and five editorial de- 
partment heads. There will be no subscription sales and there are no 
plans as yet for advertising. Initial press run will exceed 400,000 


Schwimmer & Scott Adds Kitchen Klenzer Account 

Cuicaco, May 1—Fitzpatrick Bros. has named Schwimmer & Scott 
to handle advertising for Kitchen Klenzer, Automatic soap flakes and 
Big Jack soap. TV and newspapers will be used for Kitchen Klenzer 
and the company is expected to introduce two new products this vear 
Russel M. Seeds Co. is the previous agency. 


Colgate Tests Pink Foam with TV in Syracuse 


New York, May 1—Colgate-Palmolive-Peet Co. has launched its new 


spray 


through Cunningham & Walsh. 


hand lotion, Pink Foam, with a 
Syracuse. If the product catches on, 


TV test spot campaign in 
it will be given national promotion 


and the 


= "= New FCC Chairman Hyde 


d 


Says Commission Plans 
to Speed Up TV Hearings 


Los ANGELES, 


May 1—As ex- 
pected, television took the spot- 
light at the 31st annual manage- 
ment conference of the National 


Assn. of Radio & Television Broad- 
casters. But there was plenty of 
evidence that radio is now ready 
and willing to get in and slug for 
its share of the advertisers’ dollar. 

Here are some of the highlights 
of the convention, which are cov- 
ered in greater detail in separate 
stories, as indicated: 

1. The keynote address of Da- 
vid Sarnoff, board chairman of the 
Radio Corp. of America. While 
particularly optimistic about tele- 
vision, he derided those who called 
it “doomed” back in 1949 (Story 
on Page 66), 

2. A special research report on 
successful radio station operation 
by Richard Allerton, NARTB man- 
ager of research. He presented a 
Statistical documentation of radio’s 
claims that AM broadcasters are 
not selling cut rates, but are sell- 
ing power (Story on Page 16). 

3. A two-hour Broadcast Adver- 
tising Bureau presentation which 
revealed a stepped-up program to 
sell the power of radio from the 
national level on down to the grass 
roots local level, with a barrage 
of promotion based on an acceler- 
ated program of competitive media 
tests for advertisers in many fields 
(Story on Page 71). 


@ An invitation to help the FCC 
break the present bottle-neck of 
applications for television station 
permits was tendered the conven- 
tion in the first formal address of 
Rosel H. Hyde, new chairman of 
the Federal Communications Com- 
mission. He said that hearings are 
required for 244 channels in 179 
cities and that it just isn’t possible 
to predict when the job will be 
done. Chairman Hyde said that this 
situation represents a real obstacle 
to the development of television 


service. 

For its part, the commission 
;hopes to eliminate lengthy and 
time-consuming hearings with re- 


spect to qualifications of competing 
applicants by them up 
when their qualifications are a 
matter of record and satisfactory. 

In such the hearings can 
be based on compuarative qualifica- 
tions and finding: that 
Dasl 


passing 


cases 


made on 


e Mr. Hyde also urged applicants 
not to burden the record with 
inconsequential trivia On this 
score, he observed, many people 
think they can tilt the scales in 
their favor bys weight, when 
in fact they only add to the weight 
in pounds 

Such procedures will speed up 
licensing considerably, Mr. Hyde 
declared. Admitting that he didn’t 
want to appear reckless, he said 
that it is a rea] po that 
under given appli- 


sheet 


ibility 
circumstances 


(Continued on Page 76) 
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He Practices What He Preached... 


Adman Gourfain Wears Two Hats for 
Running Agency and Selling Freezers 


By Lambert S. Botts 

Cuicaco, April 28—-Agencies that 
are tempted to preach merchandis- 
ing to their clients had better think 
twice—they might wind up prac- 
ticing it. 

That, at any 
rate, is what hap- 
pened to Gour- 
fain-Cobb Adver- 
tising, Chicago, 
which in May 
celebrates its first 
anniversary as at 
least a_ kissing 
cousin to a home 
freezer distribu- 
tion outfit. 
According to A. 
S. (Ed) Gourfain Jr., president, 
it was a direct consequence of 
Gourfain-Cobb’s harping on closer 
manufacturer-dealer relationships 
that he is now not only head of the 
agency, but also president and a 
major stockholder of Amana-Chi- 
cago Corp., the Chicago-area dis- 
tributing outlet for Amana Refrig- 
eration Inc., Amana, Ia. 

The story, he says, goes back to 
1947 and some loud complaints by 
Motorola Inc., Chicago, the agen- 
cy’s chief client, about its sketchy 
dealer relations. Gourfain-Cobb 
decided to do something about it, 
and hired Ver Lynn Sprague, ex- 
Methodist minister, Army captain 
and complete sales greenhorn, for 
the purpose. 

After checking Mr. Sprague out 
on its own system of “market in- 
spection” and sales training, Gour- 
fain-Cobb turned him over to Mo- 
torola, offering a free check of its 
Chicago-area dealer system, with 
regard to such things as salesmen’s 
attitudes, their knowledge of the 


A. S. Gourfain 


product story, product position in 
the stores, collateral advertising, 
etc. 


s The result, says Ed Gourfain, 
was devastating, and Gourfain- 
Cobb wound up with a job as Mo- 
torola’s sales training outfit. The 
agency promptly put Mr. Sprague 
in charge, hired three more sales 
trainers, and launched an all-out 
program of product demonstrations 
and sales technique presentations 
for retailers. 

In the last year before it lost the 
Motorola account, Gourfain-Cobb 
trained some 32,000 Motorola sales- 
men, Mr. Gourfain reports. 

Out of a job in July 1952, Gour- 
fain-Cobb went hunting for a “low- 
saturation” appliance account. 
Amana looked good, but. was dis- 
couragingly happy with its existing 
advertising setup. So, says Mr. 
Gourfain, he sealed his fate with 
the following challenge: “All right, 
I can’t sell you any advertising, 
but I'll bet you ten to one that your 
Chicago, Milwaukee and Detroit 
distributor systems stink.” 


® Mr. Gourfain won his bet, with 
interest. 

On inspection, the Chicago setup 
proved to be so bad that Amana 
fired its distributor—and offered 
the job to Gourfain-Cobb. 

Why? For two main reasons, re- 
ports Mr. Gourfain: (1) “Amana 
saw that we could appraise a mar- 
ket potential,” and (2) “They 
knew that in many of their dis- 
tributorships, freezers, unlike such 
standard appliances as washing 
machines, needed specialty sell- 
ing.”” Amana had already discov- 

(Continued on Page 78) 


Service Associates 
Offers Ad Tests in 
Grand Union Stores 


GREENWICH, CONN., April 28— 
A service which “enables manu- 
facturers to evaluate advertise- 
ments by actual field testing’ in 
supermarkets of the Grand Union 
chain is being offered by Service 
Group Associates. 

Ads to be tested, according to 
Robert Leary, v.p., are enlarged 
to 31%'x5’ and set on display stands 
in the entry passages of the super- 
markets. After ads have been dis- 
played for six shopping days in a 
store, they are taken down “and 
the sales performance of each ad- 
vertisement is clocked from figures 
on store traffic and inventory sales 
figures on the product featured in 
the test ad.” 


s The combined figures, he said, 
will give: (1) the number of per- 
sons who have seen the ad; (2) 
sales of the product to customers 
who have seen the test ad, and 
(3) percentage increase in sales of 
the product during the test week. 

Mr. Leary said 18 national adver- 
tisers have expressed interest in 
the service. 

Tests are currently going on in 
Grand Union supermarkets in Rye, 
N. Y., and Ridgewood, Englewood 
and Hackensack, N. J. 

Service Group Associates has 
offices on Glen Rd., Greenwich. 


Kaiser-Frazer Boosts Berger 


E. W. Berger, general sales 
manager for the central division 
of Kaiser-Frazer Sales Corp., De- 
troit, has been promoted to v.p. 
and manager of dealer franchising. 
In his new post, Mr. Berger will 
direct a dealer franchising pro- 


Better Programs 


Will Answer TV's 


Problems: Brown 


Los ANGELES, April 30—In 1953, 
programming is the thing in tele- 
vision. The day when the turn of 
the dial was governed by differ- 
ences in power, height and cov- 
erage is gone, according to Thad 
H. Brown, v.p. and counsel in 


NARTB Convention 


charge of television affairs for the 
National Assn. of Radio & Tele- 
vision Broadcasters. 

Mr. Brown's remarks were part 
of a talk he gave at a TV business 
session during the NARTB conven- 
tion here. 

This makes it fundamental to 
the health of the industry in gen- 
eral, and each station individually, 
that program sources “within the 
life current of human events must 
be maintained reasonably avail- 
able to the television camera, with- 
out delimitation or restriction, by 
legislation or concert of action 
upon free and individual initia- 
tive and negotiation,” he said. 


® In a separate formal report it 
was indicated that Mr. Brown was 
referring particularly to the Na- 
tional Collegiate Athletic Assn. 
controlled television plan and simi- 
lar restrictions upon telecasts by 
the National Professional Football 
League. 

Mr. Brown said that as televi- 
sion programming becomes the 
daily fare in American homes 


gram covering new markets for “everybody seems to want to get 


Kaiser and Henry J cars. 


(Continued on Page 70) 


gelatin dessert business, to under- 
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WORLD'S BIGGEST? Mounted on top of a 


modern building in Tokyo, this neon-lit 
globe sports five colors and is said to be. 
the largest neon sign in the world. It was 
recently erected by a Japanese confectioner 


Hilton & Riggio 
Fans the Flames 


in Gelatin Battle 


CoLumMBus, O., April 28—The | 
batttle of the gelatins still goes on 
here, with General Foods throw- 
ing Jell-O into the market arena 
against Shirriff’s Lushus (AA, 
April 20). 

All the battle communiques 
come from the command post set 
up by Hilton & Riggio, agency for 
the Canadian gelatin now making 
a foray onto American soil. Text) 
of the latest communique: | 

“Intensifying the heavy drive) 
started April 10 to combat its new 
rival, Lushus_ gelatin, Jell-O 
mailed a coupon worth 10¢ on the 
purchase of three packages to all 


| document, 


families in the market and used | 
special half-page advertising in 
two colors in three Columbus 


newspapers. The use of a cc :pon| 
and the color advertising in the’ 
dailies are reported to be unpre-| 
cedentedly strong measures for 
Jell-O, lord and master of the | 


take in a local market. 


addition, Jell-O has been 
using b&w advertising every day 
in both the Dispatch and the Citi- 
zen, full-color in Sunday supple- 
ments, and a batch of TV and radio 
spots daily.” 

The Jell-O splurge, according 
to Hiiton & Riggio, is intended ‘to 
slow down the fast start made in 
the Columbus market by Lushus,” | 
the gelatin with a gum drop-size 
capsule of extra flavor. 

But Hedleigh T. Venning, v.p. 
of Shirriff’s, a Toronto company, 
said that despite the heavy can- 
nonading by General Foods the 
Lushus promotion campaign has 
been successful. 

“Within the first month we have 
realized objectives in distribution 
we had hoped to gain in the third 
month, and sales volume we had 
charted for the fifth month.” 

Shirriff’s is enjoying the fight 
so much it has asked Hilton & Rig- 
gio “to advance the plans we have 
for the introduction of Lushus to 
other U. S. cities.” 

And Hilton & Riggio said “it will 
be interesting to see how Shirriff’s 
proposes to duck the haymakers 
aimed at it in the future by Jell-O 
as Lushus seeks to expand.” 


Detroit Stove Promotes 3 
Detroit-Michigan Stove Co. has 
has promoted Paul Inskeep, sales 
manager, to sales director. He 
succeeds L. E. Clancy, who has 
resigned. Milton W. Elert, assist- 
ant sales manager, has been pro- 
moted to sales manager. Jack 
Benlanger has been named assist- 
ant sales manager, succeeding 
Mr. Elert. i 


| Smith, Gillette 
| menting on the shock and revul- 


WASHINGTON, April 28—The Li-| 


brary of Congress today called on 
the Advertising Federation of 
America to retract its charges that 
the library provided members of 
Congress with reports which are 
hostile to advertising. 

In a letter to AFA President 
Elon Borton, Dr. Ernest S. Grif- 
fith, director of the library’s Legis- 
lative Reference Service, said a 
document circulated by AFA “nev- 
er was a Legislative Reference 
Service report, and as far as we 
are able to discover the service 
never sent it te a member of Con- 
gress. 

“It was a paper prepared about 
two years ago by a junior member 
of our staff for a friend and rela- 
tive not in government.” 


@ ADVERTISING AGE reported last 
week that the document was pre- 
pared by J. D. Williams, a young 
specialist in public administra- 


/tion, who is currently an instructor 
'at the University of Utah. 


{Mr. Williams told AA that the 
“Economic Aspects of 
Advertising,” was written three 
years ago and turned over to his 
cousin, Ralph Hardy, v.p. of the 
National Assn. of Radio & Televi- 
sion Broadcasters. Mr. Williams 
explained that he had placed a 
copy of the document in the li- 
brary files without consulting his 
superiors, but pointed out that the 
document was typed on plain bond 
paper, and was not on the letter- 
head of the Legislative Reference 
Service. | 

Dr. Griffith’s letter restated the 
background of the case, pointing 
out that the staff member who had 
written the document was not an 
economist, “and would hardly 
have been one to whom the prep- 
aration of a report on the subject 
would have been assigned, had we 
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Library of Congress Asks Borton to 
Retract Slur on Reference Service 


had a congressional request for it 
at the time—which we did not. 


® “Without authorization and 
without informing this _ section 
chief, the staff member put a 
single copy in our general files. 
This copy is still in our possession. 
Neither the chief of the economics 
division nor any responsible offi- 
cial on our staff knew of its ex- 
istence until it was recently dis- 
covered in connection with a 
search for material to respond to 
an inquiry on the subject. 

“At this point the chief of the 
economics division specifically re- 
jected the memo as_ unsuitable, 
even as a collection of pro and con 
material, and it was not allowed 
to be sent out. This was done prior 
to our having any knowledge of 
your circularization. Such screen- 
ing of file material represents our 
standard procedure in dealing with 
requests from members of Con- 
gress.” 

Dr. Griffith today showed Ap- 
VERTISING AGE two letters which 
had arrived from Mr. Williams, 
restating the background of the 
memo, and accepting responsibility 
for its preparation. 


s Mr. Williams expressed concern 
for any harm that might result to 
the library, which is to go before 
the House appropriations commit- 
tee during the next few days to 
justify its 1954 budget. He admit- 
ted placing two other unauthor- 
ized documents—neither related 
to advertising—in the files. 

Among the letters of inquiry re- 
ceived from members of Congress 
was a letter from Rep. Glenn R. 
Davis (R., Wis.), a member of the 
appropriations group. 

He enclosed a letter from a busi- 
ness paper publisher who, inspired 

(Continued on Page 6) 


Fight Sponsor Gillette Says You Can’t 
Make Tea Parties Out of Boxing Matches 


Boston, April 30—Gillette Co., 
which has been sponsoring top 
boxing cards on radio since 1941 
and on TV for the last few years, 
is taking newspaper reports of 
widespread indignation over the 
10-knockdown Carter-Collins bout 
very calmly. 

“You can’t make a tea party out 
of a boxing match,” A. Craig 
v.p., said, com- 


sion caused in some living rooms 
by the referee’s failure to stop the 
televised championship battle aft- 
er Challenger Collins had been 


CHUCK WOODS’ ENTIRE SHOW 
MITZI DOERR 
7 ONE“ 
fevide: Hwoy * F tteman New JERRY 
Fifteen Minutes from Vegas BLANK 
nan ““ ny ey ~ 1 
“TABOUDA 
; ; (vi 
sai » i 
; ART KINNEY 
Jd Bond 


UNION PACIFIC RAILROAD 


ADVICE—This page from Fabulous Las Ve- 

gas, weekly entertainment magazine for 

the Southwest Mecca, exemplifies the tal- 

ents of the never-to-be-underestimated 
mokeup man. 


knocked down 
single round. 
Asked if the razor maker were 
fearful of adverse effects on the 
sale of its products as a result of 
its sponsorship of the one-sided 
battle on ABC-AM and NBC-TV, 
Mr. Smith ‘said: “I can’t imagine 
any well informed person holding 
us responsible. We are observers 
at the bouts; we have nothing to 
do with conducting them. We 
sponsor the Army-Navy football 
game, but people don’t hold us re- 
sponsible if an Army player is 
slugged by a Navy man. We spon- 
sor the Kentucky Derby, but peo- 
ple don’t blame us if a horse falls 
and breaks its leg in the race.” 


seven times in a 


@ By Tuesday—four days after 
the controversial fight—Gillette 
had received only 25 letters and 


nine wires from fans, most of 
whom concentrated their fire on 
the referee. 

To a sports sponsor, who has 


long since learned that somebody 
will always dislike everything, this 
critical mail-pull is far from over- 


whelming. “We can draw more 
mail than that just from people 
who don’t like the color of Red 


Barber’s hair,’”’ Mr. Smith said. 

This has helped to convince the 
Gillette v.p. that some newspapers 
have exaggerated the amount of 
excitement caused by the fight be- 
cause this controversy is a “pretty 
good thing for them to get hold 
of and have fun with.” 

Asked if he thought the fight 
should have been stopped earlier, 
Mr. Smith said he didn’t consider 
his opinion on this point a valid 
one. However, he did point out 

(Continued on Page 66) 
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Marketing Men Must 
Prepare for Defense 


Slowdown: Nance 


New York, April 28—As the de- 
fense program slows down, pros- 
perity will hinge largely on what 
marketing men do, according to 
James J. Nance, president of Pack- 
ard Motor Car Co. 

Addressing the Sales Executives 
Club today, Mr. Nance said that 
industry would have to rebuild its 
selling strength and apply the con- 
cept of dynamic distribution. This 
would require top management to 
start “planning for production that 
will maintain high-level utilization 
of plants and work forces,” he said. 

“Prices,” he continued, “are then 

based on such volume, and the 
costs needed for a marketing pro- 
gram strong enough to move the 
volume are factored into costs. 
Thereafter, reliance is placed on 
marketing—demand creation, if 
you will—to carry the production 
through to the consumer.” 
e Mr. Nance said he was con- 
vinced “that the share of business 
revenue devoted to advertising 
promotion, merchandising and 
marketing research will have to be 
increased.” 

fle said there would be no “in- 
finite sum of money” given to 
marketers to do the job, and de- 
clared that “plenty of waste 
inefficiency has crept into market- 


ing in the last dozen years.” In 
ihe future competitive setup, he | 
added, waste and inefficiency will 


have to be squeezed out fast. 

“There has been a lot of costly 
research that sold no merchandise. 
And there has been a_ colossal | 
amount of advertising that did the} 
same. We have had, you might say, 
some truly brilliant examples of | 
failure, 
ing except to Uncle 
tax collections.” 


Sam 


ea Mr. Nance said that marketing 
men must keep close track of the 
movement of products to consum- 
ers so there will be no pile up re- 
sulting in dumping of products. 
Marketers, he went on, will have | 
to relearn many of the old ways 


of creating demand, and improvise | 


some new ones in order to keep 
the economy in balance at a high 
level of operation. 

“The appliance industry 
an excellent example of improvis- 


ing a wholly new way to make a 
sale,” he said. “I am referring to! 
the so-called food plan to. sell 


home freezers.” 

He said that 
with a retail value 
were sold in the last two years— 
figures that almost equalled the 
total sales of freezers in the five 
preceding years. 


2,300,000 freezers | 


PACKARD SALES HIT HIGH 

Detroit, April 28—Packard Mo- 
tor Car sales for the first quarter 
of 1953 were $123,693,931, as com- 
pared with $43,830,496 for the 
same quarter of 1952. Net earnings 
were $3,510,062 
879 for the same quarter 
before. 


the year 


Record sales saw a profit of $10,- 
032.062 before taxes—the highest 
pre-tax earning of any quarter in 
the company’s history, including 
the war years. 

The company, which last fall in- 
troduced its new Clipper line, is 
now bringing out a line of custom 
eight-passenger limousines and se- 
dans. 


Shoe Chain to McCreery 

Karl’s Shoe Stores Ltd., operator 
ef a chain of more than 200 retail 
stores in California, Oregon, Wash- 
ington, Arizona and Texas, has 
appointed Walter McCreery Inc., 
Beverly Hills, Cal., to handle its 
advertising. Newspapers, radio, 
television and direct mail will be 
used. 


and | 


| place, 


with no penalties result- | 
in his! 


jthe July 
| measure 
|are 680 lines) and will cost $9,835 
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of $800,000,000 | 
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MILAN FAIR GROUNDS—This mammoth fair grounds, which has more than 4,000,000 
sq. ft. of space, was the site of the 17-day International Milan Samples Fair. 


11,000 Exhibitors Jam World's 
Largest Samples Fair in Milan 


By Milton R. Moskowitz 


MiLan, Iraty, April 28—The 
International Milan Samples Fair 
—largest exhibition of its kind in 
the world—closed its gates. today 
after 17 days of furious activity. 

On display here was a mam- 
moth array of world production. 
New records were set all over the 
testifving to the extensive 
industrial recovery made since the 
end of World War II and to the 


‘Journal’ Is First 
Curtis Magazine to 
‘Offer Cash Discount 


New York, April 29—The La- 
dies’ Home Journal will soon (1) 


| boost its circulation rate base from 
| 4,275,000 to 4,600,000; 


(2) increase 
rates from $13,510 to $14,600 for 
b&w pages; (3) introduce new 
“junior size’ space units, and (4) 
start a schedule of discounts. 
The developments go into ef- 
fect with the October issue, ex- 
cept for the new space units, which 
will be available to advertisers in 
issue. Junior pages will 
429 lines (standard pages 


when the 
Also avail- 
half-pages 
columns (143 
units will carry 


in b&w until October, 
price goes to $10,625. 
able will be = junior 
(286 lines) and 
lines). All junior 


}editorial material above and along 


one side of the ad. 

Discounts will be based on dollar 
volume and will apply to units 
ranging from one junior column on 
up. The lowest diszount will be 
2% based on a gross investment 
of $87,600 to $119,999 in a 12-consec- 
period. Minimum 
space needed to qualify will be 
six b&w pages. The top discount 
will be 8%, based on an invest- 
$480,000 or more and 24 
pages in full color. 
® The announcement of the new 
rate structure also pointed out 
that the Journal exceeded 5,000,000 
circulation for each of the five 
months between November, 1952, 
and March, 1953. The changes are 
intended to give “present aad po- 
tential advertisers a great deal 
more flexibility in making use of 
the Journal’s pages.” 

Journal representatives said this 
is the first time a Curtis Publish- 


ing Co. magazine has offered a 
cash discount. They said they did 
not know whether other Curtis 


magazines would follow the Jour- 
nal’s lead in offering discounts or 
new space units. 

They said as far as the Journal 
is concerned, the junior-size units 
will, for the time being, be avail- 
able only toward the back of the 
ook. 


growing importance of the Milan 
fair as a trade center. This was the 
3lst fair held here since 1920. 

It took fair officials a week to 
count the total number of exhibi- 
tors. The final figure was 11,270, 
compared to 10,393 last year and 
2,515 in 1946 at the first postwar 
fair. Of these exhibitors, about 
3,700 were foreign § (i.e., non- 
Italian). Both the total number 
and the percentage of foreign ex- 
hibitors have gone up sharply in 
the past five years. 


# All told, there were 46 nations 
represented at the fair. Thirty-one 
countries had official exhibits in 
the Palace of Nations. Neither the 
United States nor Russia had offi- 
cial exhibits. 

A fantastic variety of products 
was sprawled out over the 4,000,- 


000 sq. of fair grounds. More 
than 800,000 products, including 
toys, wines, electric generating 
equipment, tractors, spaghetti- 


bending machines—even an atomic 
pile— were on display. 

The number of visitors at the 
fair was almost as prodigious as 
the number of products. The gates 
were open day and night to the 
public, except for the last two 
days, which are traditionally for 
buyers only. Some 80,000 buyers 
came to look and order and fair 
officials believe more than 5,000,- 
000 persons visited the exhibition. 
This is quite an accomplishment 
when you remember that Milan’s 
population is only 1,500,000. On 
one Sunday alone, there were an 
estimated 500,000 persons in at- 
tendance. 


s Figures on business done at the 
fair are impossible to obtain, but 
veterans of previous fairs assured 
AA that there was considerable 
selling activity. Some firms get 
the bulk of their year’s orders 
here. 

American products, 
industrial equipment, were well 
represented at the fair. There 
were 533 American firms exhibit- 
ing, and many of these have their 
own manufacturing facilities in 
Europe. Office machine manufac- 
turers, such as Remington Rand, 
Underwood, National Cash Regis- 
ter and International Business 
Machines, had especially large 
exhibits. It is interesting to note 
that the American Chamber of 
Commerce for Italy now has a 
membership of 2,500, a 25% in- 
crease since the start of the Euro- 
pean Recovery Program in 1948. 

While the U.S. did not have an 
official exhibit, two men from the 
Department of Commerce in 
Washington occupied a cubbyhole 
in the administration building, 
where they supplied marketing in- 
formation to manufacturers inter- 

(Continued on Page 6) 


particularly 


nies 


Boston, April 28—The cigaret 
industry is looking forward to bet- 
ter sales and profits, Harry L. Hil- 
yard, treasurer of American To- 
bacco Co., told the Boston Security 
Analysts Society here yesterday. 

In the course of his speech he 
inserted a solid pitch for cigaret 
advertising. 

“Advertising is a principal fac- 
tor in achieving the great volume 
of cigaret sales,” he told the se- 
curities group, “without which the 


cost of manufacturing cigarets and 


their price to the consumer would 
necessarily be much higher than 
they are today.” 

He reiterated the fact that his 
company’s expenditures for adver- 
tising, “while substantial in total, 
are small when applied to the in- 
dividual unit,” and he cited the 
same third-of-a cent figure per 
pack employed by President Paul 


M. Hahn (AA, March 9). 


@# Mr. Hilyard asserted that the 
success of Pall Mall and Herbert 
Tareyton had come about with 
very little advertising. He also 
pointed out that the two brands 
account for about 75% of all king- 
size volume. Then he took the op- 
portunity to slash at the competi- 
tion. 

“King-size cigarets have 
on the market for 12 years or 
more, and with the exception of 
our two brands they have had no 
great success...Filter-tip cigarets 
have been on the market for many 


been 


years; last year they comprised 
only a little over 1% of the do- 
mestic cigaret market...It seems 


to be growing...Our British sub- 
sidiary and other cigaret compa- 
in England have made an 
effort...to get smokers in Eng- 
land to smoke filter-tip cigarets, 
but without any success to speak 
of.. .If smokers of this country in- 
dicate...an overwhelming desire 
for filter-tip cigarets, our company 


American Tobacco's Hilyard Predicts 
a | Cigaret Sales Gains of 4% Per Year 


will arrange very 
make them too...” 


promptly to 


® He called attention to the Simp- 
son bill, which would create an 
excise tax differential for ‘“econ- 
omy” cigarets, noting that this 
movement is ‘sponsored by a few 
manufacturers, including partic- 
ularly a British-owned tobacco 
manufacturing concern, who ex- 
pect to benefit thereby. Economy 
or cheap cigarets now manu- 
factured by this group. ..account 
for less than 1% of total U.S. cig- 
aret production.” 

{This is apparently a reference 
to Brown & Williamson, which be- 
fore the war made fairly exten- 
sive inroads with such cigarets as 
Wings and 20 Grands. ] 

As for the future, Mr. Hilyard 
figures that sales of cigarets will 
gain about 4% each year for the 
next few years—about twice the 
rate of gain of population. Per cap- 
ita consumption, he said, has near- 
ly doubled since 1940. 


® He also twanged away on the 
tax lute. A pack of cigarets which 
costs 25¢ in Boston carries a fed- 
eral excise tax of 8¢, a Massachu- 
setts tax of 5¢, 4¢ is split between 
jobber and retailer, and the man- 
ufacturer receives 8¢ to cover ev- 
erything from leaf to finished 
package. 

American Tobacco spends $2,- 
000,000 each working day to pur- 


_chase the excise tax stamps on its 


products, and before it has shipped 
the cigarets and gotten paid it has 
tied up about $60,000,000 in fed- 
eral excise stamps. 

He wonders hopefully if an ar- 
rangement couldn’t be made which 
wouldn't make it necessary for the 
company to meet a continuing pre- 
payment to the government of 
$60,000,000, pending recovery from 
customers. 


Commerce Under Secretary Cites Need for 
Advertising and Selling in New Economy 


WHITE SULPHUR SPRINGS, W. VA., 
April 28—Under Secretary of Com- 
merce Walter Williams told the 
American Assn. of Advertising 
Agencies last week that merchan- 


WRGB Offers Time 
and Money Support 
for Educational TV 


SCHENECTADY, April 29—-WRGB, 
General Electric Co.'s television 
Station here, today offered five 
hours a week and $2,500 a year to 


support educational telecasts. 
Robert B. Hanna, manager of 
GE stations, placed the proposal 


before a meeting of upstate college 
and school representatives and the 
New York state education depart- 
ment. The station will set aside 
the 10:30 a.m. to 11:30 a.m. slot 
across the board for 52 weeks and 
pay $2,500 annually for the next 
two years toward the salary of a 
person to produce educational tele- 
casts. 


® In addition, WRGB will continue 
to reserve time from 10:30 p.m. 
to 11 p.m. Thursdays for public 
affairs programs, which educators 
have been encouraged to use, Mr. 
Hanna said. 

The plan will be aired again 
May 22, when representatives of 
educational and cultural organiza- 
tions within the station’s viewing 
area will be asked for their com- 
ments. If the plan is accepted, the 
conference will be asked to select 
a board of governors to allocate 
time, accept subject matter and 
hire a fulltime program producer. 


disers, salesmen, advertising men, 
research and sales executives are 
among the “most needed” 
modities in the world today. 

In a discussion on “How Can 
We Get America to Live One Third 
Better,” he said distribution and 
advertising are on the threshold 
of their greatest challenge—“to un- 
derstand and execute their eco- 
nomic responsibilities in conform- 
ity with the high production, in- 
vestment and consumption target 
attainable by our economy. This 
is a necessity if we are to assure 
the necessary sales needed for full 
utilization of our resources. 

“This country is now in the peri- 
od in which opportunities for the 
exercise of advertising and sales- 
manship are perhaps greater than 
at any previous time. One reason 
for this is the need to satisfy 28,- 
000,000 more people in 1960 than 
in 1950, as compared with a pop- 
ulation increase of 19,000,000 be- 
tween 1940 and 1950. 


com- 


® “Another is the vastly increased 
role of the United States in the 
world today, and the importance 
of our demonstration of a dynamic 
economy devoted to the pursuits 
of peace under conditions of free 
and competitive private’ enter- 
prise.” 

The ironic and inconsistent part 
of this situation, he said, is that 
while our productive capacity has 
apparently been increased in ex- 
cess of 100% in the last decade, 
our sales power—in numbers of 


salesmen—has only been increased 
between 25% and 30% in the same 
period. 


(Continued on Page 78) 
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‘New Yorker’ Ad 
Staff Realigned; 
Russell Is Head 


NEw York, April 30—Due to the 
illness of one executive and the 
planned retirement of another, The 
New Yorker will announce May 
4 a complete realignment of. its 
advertising staff. 

A. J. Russell Jr., retail advertis- 
ing manager, steps up to advertis- 
ing director. He has been on the 
magazine’s staff for 24 years and 
served a hitch as a major in the 
Air Force and Jater with OSS. 

Howard Baldwin, national ad- 
vertising manager, moves to ad- 
vertising manager. He has been 
with the magazine for 27% years, 
has had his present job since 1937 
and also served with OSS during 
the 


war. 


Douglass W. Lawder, eastern ad- 
vertising manager, will be national 
advertising manager. He has spe- 
cialized in liquor accounts, put 
The New Yorker in first place in 
this classification shortly after re- 
peal, and kept it there. He has 
spent 24 years with the book, but 
during the war headed Chance 
Vought Aircraft Co.’s expediting 
department. 


® Ambrose E. Shea, formerly Mr. 
Russell’s assistant, succeeds him as 
retail advertising manager. Mr. 
Shea came to The New Yorker in 
1936, and has specialized in jewel- 
ry accounts. 

Raymond B. Bowen, head of the 
advertising department since 1925, 
will retire in September as adver- 
tising director. He will continue as 
a consultant to the publisher and 
as a member of the board of direc- 
tors. 

E. Melville Price, advertising 
manager since 1937, is seriously 
ill, and absent from the office. The 
magazine hopes he may return in 
an advisory capacity. 


Book About Korean Wounded 


Helps Push Donor Drive 

Council 
of the 
of 


The Advertising 
sending 26,000 reprints 
Reader’s Digest 
W. L. White's 
Ridge,” a story 


Korea, to various media, 
with a new ser 
ads. 


Harcourt, Brace 


the book to a 
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yvertisers carrying 
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‘Cosmopolitan’ Boosts Bishop 


Lionel M. Bi 
nine years ad 
for Cosmopolita 


been promoted (0 publisher. He 
succeeds Harry unlap, who has 
been appointed publisher of the 


American Druge st. 


Carlton Rejoins K&E 
Leonard Car/':n has 
Kenyon & Eckh 


an account er cutive. 
formerly with !tockhill 
tions. 
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Do as leading mer 
use effective, ha 
purchase Artkraft* signs. 
Creating a de 
is not enough. 
ing 
identification 
ing the public where 
can be purchas 
the complet 
Actua , 
that Artkraft* dealer signs 


effective 
times as many kno 


your product. 


Anrthkraft 


PORCEL-M-BOS'D 


Neonized or Non-Illuminated 


STORE FRONT SIGNS 


Last Longer —Look Better — 
Stay Cleaner 


chandisers do— 


rd-hitting point-of- 


sire for your products 
National advertis- 
and distribution without dealer 
are sheer waste. Tell- 
your products 
ed is necessary to 
ion of the sales chain. 


| audited research proves 


national advertising five times 
because more than five 
w where to buy 


make 


as 


Artkraft* mass produc- 
tion methods and un- 
equalled manufacturing 
facilities make possible 
the world’s finest 
signs at moderate cost. 


PORCELAIN NEON 
DEALER SIGNS 


are built to rigid specifications which as- 
sure lasting, trouble-free service. Audited 
research proves them 999. 1000 perfect! 
Patented Galv-Weld* frame construction 
prevents rust (the enemy of tube life). A 
million-dollar tooling and equipment set- 
up permits easily cleaned faces with no 
exposed bolts or rivets. The 
removable streamlined front 
end makes for easy servicing. 
They've been acknowledged 
the finest for over 30 years! 


Anthraft’ 

OUTDOOR ILLUMINATED 

PLASTIC 
SIGNS 


1S In case you’re 


Advertising Age, May 4, 1953 


looking for an agency job, an AA survey reveals what 


you probably suspected all along—it pays to have friends to get 


one 


CHOCO CECS DOO REEE HOO OHO SG 04 


er rere re Ore a ee Page 1 


Television got a lot of attention at the NARTB convention this year, but 
radio also flexed its muscles and indicated it is going to go out and 
get as much of the advertising dollar as it can....Pages 1, 16, 66, 71 

The Library of Congress has asked the Advertising Federation of 
America to retract its charge of last week that the library pro- 
vided members of Congress with literature which is hostile to 


| advertising 


Ce Fe eee ere Page 2 


|Gillette Co., commenting on the Carter-Collins fight fiasco in Bos- 
_ ton which it sponsored, says that boxing matches can’t be tea 


parties 


in the season 


Advertising Market Place ....68 
Along Media Path .......... 46 
Coming Conventions ......... 51 
Creative Man’s Corner ....... 62 
Department Store Sales ...... 48 
| eae 12 
Eye and Ear Dept. ........... 61 
Getting Personal ............ 24 
Information for Advertisers . .68 


ip AV Deis VUE weasel maeE Tae Page 2 
You will be interested in a special report on the International Milan 
Samples Fair, which closed last week with a record showing. . Page 3 
WOR checked the incidence of sniffles in New York, and decided 
that cold remedy advertisers are quitting their campaigns too early 
Te ee LTE ee a ree Page 19 
Three-dimensional industrial movies have arrived. Stone Container 
Corp. has unveiled an industrial movie in the new technique .Page 47 


REGULAR FEATURES 


Looking at Retail Ads ....... 64 
Mail Order Clinic ........... 61 
ree 66 
Photographic Review ........ 52 
MOUGN PROGTS ... 2.665 i ces 12 
Salesense in Advertising ..... 61 
This Week in Washington ....74 
Voice of the Advertiser ...... 44 
What They’re Saying ........ 12 


Armour’s New Suds 
Detergent Bows in 
Midwestern Cities 


(Picture on Page 1) 


Cuicaco, April 30—Armour & 
Co. began a campaign to introduce 
its new detergent—Suds—in this 
market with a color page in to- 
day’s Chicago Tribune. 

Armour began introducing the 
new product last week in several 
small midwestern towns and Kan- 
sas City, but this is the first drive 
in a large metropolitan area. Next 
week, Suds ads will begin appear- 
ing in the Sioux City market. 


® Initially, the detergent is being 
promoted through a two-for-the- 
price-of-one deal, with the two 
19 oz. packages stuck together. 

Plans call for the campaign to 
continue through May, June and 
July in these markets and some 
others, as yet unannounced, using 
newspapers only. 

In-store promotions will include 


the offer of a pliofilm refrigerator 
bag for a coupon with the pack- 
ages. 

Foote, Cone & Belding is han- 
dling the promotion. 


Four A's Sets Meetings 

Dates of three fall regional con- 
ventions have been announced by 
the American Assn. of Advertising 
Agencies. The Pacific Council will 
meet Sept. 20-23 at the Empress 
Hotel, Victoria, B.C. The Central 
Council meets Oct. 9-10 at the 
Drake Hotel, Chicago. The Eastern 
annual conference will be held 
Nov. 10-11 at the Roosevelt Hotel, 
New York. 


Plumbers Appoint Bull 

The Associated Plumbers and 
Contractors of Los Angeles has 
appointed Frank Bull Advertising 
Agency, Los Angeles, to handle 
its advertising and public relations. 
Immediate plans call for direct 
mail. 


‘Jersey Journal’ Names Rep 
The Jersey Journal, Jersey City, 
N. J., has named Moloney, Regan & 
Schmitt, New York, as its general 
advertising representative. 


Artkraft’s* exclusive Porcel-M-Bos‘d 


letters, 75% 


more attractive and read- 
able, are embossed by patented proc- 
ess right out of the 18-gauge steel 
background in any style, size, round 
or flat top. 

The entire face is of beautiful porce- 
lain enamel—guaranteed for 10 years 
against fading, chipping, cracking, 
crazing or peeling by reason of the 
elements. 

The steel face is flanged back around 
the edges of the sign two inches or 
more, with an additional return. Ex- 
clusive Galv-Weld frame and corner 


construction is employed throughout. 


Anthraft* siGN COMPANY 


Division of Artkraft* Manufacturing Corp. 


1133 E. Kibby Street Lima, Ohio 
Please end, without oblimation, details on Artkraft® signs 
We are interested in a quantity of outdoor ne fealer , 
We are interested in a quantity of Porcel-M- Bos'd store front signs 
We are interested tn a quantity of outdoor illuminated signs 
Please send instrifctions on how to set up a successful dealer sign 
progran 
NAME 
FIRM 
STREET 


CITY & STATE 
*Trademark Reg. U.S. Pat. Off 
LET US PREPARE WITHOUT OBLIGATION A COLOR 
SKETCH OF A DISTINCTIVE SIGN TO FIT YOUR NEEDS. 


Collins, Miller & 


. 


Hutchings 


photoengraving 


207 N. MICHIGAN AVE, 


INC. 


Americas 


FINEST 


plant 
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No matter what you’re selling... your costs will be lower and profits higher 

. if you concentrate on selling the best customers! In the biggest market of 

. 

i all you can buy best customers only because one newspaper, the Herald 

; Tribune—selects them for you. In the Herald Tribune Quality Market you 

n 

d eye . . . . . . . 

, reach the families with higher incomes, exceptional savings, securities and 
property holdings...the people interested in living better...and who achieve 

d 

: better living by buying oftener, buying more—at all price levels! The only 

: 

t way to sell this FIVE BILLION DOLLAR BIG market is in the Herald 
Tribune! Get all the details, today! 

, 


NEW YORK 


Herald Tribune 
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® Herald Tribune women readers @ 6,000,000 books a year [ ® Herald Tribune families’ 
spend more than $230,000,000a lo) L4 are bought by Herald homes and apartments 
year for clothing and accessories. F 0 Tribune families. have 2,900,000 rooms. 
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Library of Congress 
Asks AFA to Retract 


Slur on Its Service 


(Continued from Page 2) 
by AFA’s blast, called for an in- 
vestigation of the Legislative Ref- 
erence Service. 

In writing Mr. Borton, Dr. Grif- 
fith said: “In the light of the fact 
that (1) a thorough search of our 
own records convinces us that no 
such report was ever sent out by 
us, and (2) that only one copy 
was ever placed in our files and 
that this copy is still in our pos- 
session, I am assuming that you 
will do what you can to bring these 
facts to the attention of those to 


whom you sent the original re- 
When you Remember 
need WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


RECENT 
BIRTH 
LISTS 


Se Ree 
eateke 


lease. 

“You will agree, | am sure, that 
it is important that the Legislative 
Reference Service should have the 
reputation which it so thoroughly 
deserves of being an entirely re- 
liable source of untainted infor- 
mation and unbiased analysis, so 
that Congress may turn to it with 
complete confidence. 

“We have always had this as 
our ideal goal, and Congress has 
recognized the high degree of our 
success by its increased use and 
support over many years.” 


s Dr. Griffith’s letter to Mr. Bor- 
ton also said: 

“On the basis of our telephone 
conversation of April 23, I under- 
stand that your statement accom- 
panying the document, to the ef- 
fect that it ‘had been sent in re- 
sponse to a routine congressional 
request,’ was not based upon any 
knowledge of your own, and that 
your informant has been unable to 
document it. He was, as you know, 
the aforementioned recipient of 
the original memorandum. Doubt- 


less he acted 


good faith, but 
with a completely erroneous as- 
sumption as to its status.” (See 
This Week in Washington, Page 
74.) 


CCA Promotes Two 

The board of Controlled Circula- 
tion Audit, New York, has pro- 
moted Adin L. Davis to the new 
position of executive v.p. He has 
been managing director of CCA 
since March 1, 1950, and continues 
in that capacity. Allen H. Gram- 
mer, a member of the CCA staff 
for the past two years, has been 
named assistant managing direc- 
tor. 


Aldon Mills Appoints Jay 
Herbert L. Jay, who resigned as 
advertising manger of Alexander 


Smith Inc., wi)! join Aldon Rug 
Mills, New York, as director of 
advertising and sales promotion. 


Rocker, Ogle Named V. P.s 


Harry C. Rocker, art director, 
and Lewis P. (gle, account ex- 
ecutive, have been elected v.p.s 
by H. B. Humphrey, Alley & 
Richards, New York. 
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INDUSTRY. 
THE ‘COMPLETE ADVANCE 


SOURCES. 


FOR: 
2. 


3. 


Thus, Product informative advertis- 
ing in Thomas Register is often the 
only advertising seen at the buying 


It— 


1. Influences product selection 
directly! 


Revives impressions from 
other advertising. 


Provides returns far beyond 
the small annual cost. 


T. R. READERSHIP Ze 2 © 
T.R. BUYERSHIP ‘}OO# 


There are relatively few of the major 
buying powers that have not adopted T. R. 
as their guide in purchasing. 
copies in use — 20,160 of latest edition 
with balance of earlier editions based on 
resale figures and other evidence. And an 
average of three individuals habitually use 


each copy. 


Over 50,000 
scribers. 


T. R. 


T. R. circulation is fully paid and ABC 
Audited. The substantial price of each 
edition eliminates any mere curiosity sub- 


Your Thomas Register representative 
will be glad to show you how you can 
reach many of your major markets thru 


“9¢ Pays To Advertise Where Buyers Look for Advertising” 


THOMAS 
REGISTER 


THOMAS PUBLISHING COMPANY 


461 EIGHTH AVENUE 
NEW YORK 1,N. Y. 


our REPRESENTATIVES 
SEE VOL III 


THOMAS 
Tiatcisres R 
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Advertising Age, 


11,000 Exhibitors Jam World's 
Largest Samples Fair in Milan 


(Continued from Page 3) 
ested in exporting to the U.S. On 
the wall of this room was a map 
dividing up the U.S. according to 
per capita income, and in a maga- 
zine rack were trade papers such 
as ADVERTISING AGE, Industrial 
Marketing and Steel, designed to 
show the European business man 
how marketing is conducted in the 


| U.S. 


® Overshadowing by far the U.S. 
showing at the fair was the im- 


pressive product display of West | 
Germany. The Federal German 
Republic had more than _ 1,200 


firms exhibiting, compared to the. 


83 which came in 1948. German 
factories are again turning 
precision instruments and heavy 
machinery, and the country is as- 
suming its old position as a major 
trade rival to the U.S. and Great 
Britain. 

The official Great Britain ex- 
hibit was one of the fair’s high 
points. It was devoted entirely to 
the peaceful uses of atomic energy 
—in medicine, industry and agri- 
culture. From its nuclear research 
laboratories at Harwell, Great 
Britain shipped to the fair a small 
atomic pile to show how isotypes 
are produced. An expert accom- 
panied the pile to explain its 
workings. This was the first time 
such an exhibit has been sent out 
of Great Britain or shown before 
a non-professional group. 

In addition, there were some 
400 British firms exhibiting at the 
fair, a good part of them machin- 
ery manufacturers. 


® Only three eastern European 
nations exhibited at the fair— 
Czechoslovakia, Hungary and 
Yugoslavia. The Czechs had one 
of the biggest exhibits. Eight full 
freight cars shipped such items 
as tractors, big electric organs, 
pianos, ceramics and lace to the 
fair. Surmounting the _ official 
Czech exhibit was a huge panel 
bearing the gold inscription: “Dif- 
ferent economic systems are no 
obstacle for the development of 
trade relations between countries.” 

As an example of a European 
marketing technique, the fair was 
a fascinating spectacle to study. 
The business man uses the fair 
(and there are about ten of them 
he!d every month in Europe) 
u gigantic advertising medium. It 
is a dauble-edged medium, too, for 
the consumer and the trade. 

Exhibits of food and beverage 
companies thus become point 
sale stops. This was a samples 
fair, but there were very few 
free samples. 


as 


® For example, a food company 
would tie up three of its products 


and offer the package for 100 lire 
(about 16¢) 
Standard Brands, which has 


had 
its 


production facilities in Italy, 
especially strong detailing at 


| Cola, 


|60 lire 
out | 


i/had decided to enter 


of | 


large exhibit in the food section. 
Pretty girls dressed in soccer uni- 
forms were zealously selling Tet- 
ley tea, Royal puddings and Max- 
well House coffee. If you so much 
as turned your head as you went 
by the exhibit, you were imme- 
diately cornered and had to fight 
your way out of a sales talk. The 
Royal pudding package carried a 
picture and a testimonial of an 
Italian soccer star, while Tetley 
tea had testimonials from well- 
known Italian opera stars. 

Then, of course, there was Coca- 
which had posters through- 
out the fair grounds and a booth 
where one could buy a Coke for 
(about 10¢), inexpensive 
for Europe. 


# In general, displays at the fair 
were on a much more lavish scale 
than they are at U.S. trade mar- 
kets. The European business man 
apparently goes to great pains and 
expense to make his exhibit an 
artistic triumph. 

For the Milan fair, this is almost 
necessary, as the buildings and 
grounds are designed to promote 
an air of festivity and elegance. 
Once you enter the fair gate, it’s 
like being on a holiday. Flags and 
banners are everywhere, pavilions 
are sleek and modern, the street 
signs are quaint, and there are 
wonderful restaurants on the roofs 
of buildings. 

One exhibit of special interest 
to admen was the third annual 
showing of advertising films. In 
Europe, the movie house has be- 
come a= standard ad medium. 
When you go to the einema, you 
usually see about six product com- 
mercials on film. At the fair, 70 
firms from 14 nations showed 186 
of these films at a special exhibit. 


@ These films are not like Amer- 
ican television commercials, be- 
cause they are usually a few min- 
utes longer and are much more 
developed, from the standpoint of 
film technique. Some are clever 
cartoons, while many _ actually 
have a plot to hold the audience’s 
interest, until at the very end you 
suddenly get a pitch for the prod- 
uct, previously unidentified. Many 
of these films also are in color and 
almost all seem to utilize trick 
cinematography. 

Last week a paper here reported 
that Walt Disney, now in Cannes 
for the International Film Festival, 
this field of 
advertising film production. The 
headline of the story read: “Walt 
Disney, Now an Advertising Man, 
Also!” Obviously, a headline writ- 
er unfamiliar with the commercial 
activities of Walt Disney Produc- 
tions. 


Association Changes Name 

The Direct Selling Stainless 
Steel Cookware Assn. has changed 
its name to the Stainless Steel 
Cookware Assn, 


| ee 


‘ There are over 20,000 FARM FAMILIES q 


i within a 50 mile radius of the Quad- I 


me Cities—reach them 


ced, WHBF 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


with WHBF radio! i 
oe 


Represented by Avery Knodel, Ing. 
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weighing, comparing . . . and, finally selecting their 
preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Moss Joins Julius Kessler 
Jerome A. Moss, who formerly 
operated his own merchandising 
service in California, has been 
named advertising and sales pro- 
motion assistant to Murray Koff, 
who has charge of advertising for 
the Julius Kessler division of Sea- 
gram-Distillers Corp., New York. 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


It will pay to investigate this new tackle and 


equipment Write or 


medium 


phone Fred E Owens, Publisher 


Fishing 


Wilmette, illinois 


merchandising 


TRADE NEWS — 


Phone: Wilmette 4714 


KNBC’s 50,000 watt non-directional 
transmitter blankets the great San Francisco- 
Oakland Metropolitan Market —and all 
the thriving plus-markets of Northern 
California... The narrow clipse represents 
the coverage pattern of the other two 
dominant $0,000 watt, directional 
transmitters. Tiny circle represents 
Northern California’s TV coverage. 


wide circle coverage 


greater audience 


Fawcett Needs a 
New Ad Manager: 
Grover Quitting 


(Continued from Page 1) 
it were quite generous to me dur- 
ing the 11 years I was in their em- 
ploy. They owe me nothing. In 
those 11 years, I have given them a 
more than normal amount of my 
time and energies. 

“I feel I owe them nothing—ex- 
cept the obligation not to discuss 
publicly the differences which 
were purely private and internal 
that led to my resignation.” 


es Mr. Grover would not enlarge 
on his statement, nor did he indi- 
cate his plans. A check with Crow- 
ell-Collier, where Mr. Spink is now 
advertising manager of Collier’s, 
brought the information that Mr. 
Grover is not under consideration 
for a post there. 


Mr. Grover first joined Fawcett 
in 1937, as a member of the adver- 
tising sales staff. He was assistant 
advertising director at the time he 
was tapped to succeed Mr. Spink, 
who had also been a V.p. 

W. H. Fawcett Jr., president of 
the company, was not available for 
comment, but it was learned that 
no one has yet been named to re- 
place Mr. Grover 


C-P-P Drops ‘Peet’ from Title 


Stockholders of Colgate-Palm- 
olive-Peet Co., Jersey City, N. J., 
have voted to change the corporate 
name to Colgate-Palmolive Co., 
effective at the end of the year. 
The change is bcing made because 
many customers found Colgate- 
Palmolive-Peet ‘oo long and con- 
fusing, especiall, foreign managers 


where the Peet business wasn’t 
significant. Peet Co., which sold 
mostly laundry soaps, was merged 
about 25 years ago. A. W. Peet 


was honorary board chairman of 
C-P-P until his death recently. 


Halley Replaces 
Ganger as Head 
of P. Lorillard 


(Continued from Page 1) 
with Old Gold. But the company 
didn’t take the plunge until after 
Chesterfield and Philip Morris had 
brought out king-size versions of 
their respective brands. 

As late as last July, Mr. Ganger 
was saying firmly that Lorillard 
had no plans for a king-size Old 
Gold. He pointed out that Old Gold 
was showing the largest percent- 
age increases in the standard-size 
cigaret field, and claimed a 100% 
gain for Embassy. 

Four months later, however, Mr. 
Ganger had changed his mind. He 


Bars represent homes reached by KNBC, 
San Francisco...by second dominant radio 


station... by dominant TV station... and 
by circulation of Northern California's 


largest circulation newspaper. 


Actual hgures (Nielsen) :—KNBC, night, 


1,402,100... 


. 2nd station, night, 1,215,910 


. Pop TV station, night, 496,130... Largest 
circulation newspaper (Standard Rate & 
Data) daily, 215,362; Sunday, 527,095. 
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KN BC SECOND DOMINANT TOP TV LARGEST CIRCULATION 
RADIO STATION STATION NEWSPAPER 


northern California’s No. 1 


advertising medium 


Represented by NBC Spot Sales. In the Southern States, by Bomar Lowrance and Associates, Inc., Charlotte, North Carolina and Atlanta, Georgia 


‘tional Assn. 


Advertising Age, May 4, 1953 


told the New York Society of Se- 
curity Analysts that the cigaret 
industry was changing as drasti- 
cally as it had immediately after 
World War I, and he thought that 
king-size and filter cigarets would 
have cornered 50% of the market 
by 1960. 


@ The sudden change in the com- 
pany’s top management was sur- 
prising, since it occured within 
three weeks of Lorillard’s annual 
meeting, at which Mr. Ganger was 
reelected. 

At that time, he had reported a 
shining corporate picture for Lor- 
illard: Record sales in 1952 (up to 
$214,000,000), an improved net 
($5,700,000), and sales moving bet- 
ter in the first quarter of 1953 than 
in the same period of 1952. 

For these and other reasons—in- 
cluding the fact that as an “out- 
sider” he was unique among tobac- 
co company presidents. who usual- 
ly have spent a minimum of 25 
years in the’ industry—Robert 
Ganger was the subject of a glow- 
ing portrait in the January, 1953, 
issue of Fortune. 


@® During a dynamic year he 
showed some evidence of becoming 
a cigaret industry spokesman, car- 
rying the cudgels for (1) lower 
cigaret taxes and (2) a more re- 
alistic appraisal of the cost of cig- 
aret advertising—which he pegged 
at two-fifths of a cent a pack, as 
an industry average. 

A year ago, talking to the Na- 
of Tobacco Distribu- 
tors, Mr. Ganger asserted that the 
public had been completely in- 
formed about the cigaret tax situ- 
ation. This year, he did not attend 
the NATD meeting, reportedly be- 
cause of illness. 

Business and financial circles 
noticed some unusual aspects of 
the Ganger resignation: That it 
came so shortly after the annual 
meeting, that it was effective im- 
mediately, and that it entailed his 
resigning as a director. 

Mr. Ganger has been under a 
doctor’s care since last fall, and 
had an operation in January. He 
is expected, however, to return to 
business. 


‘John J. Feeley Starts New 


Industrial Ad, PR Agency 

John J. Feeley, formerly an ac- 
count executive and administrative 
assistant with 
Fred Wittner Ad- 
vertising, New 
York, has formed 
his own agency, 
to be known as 
Feeley Advertis- 
ing Agency, 
which will have 
offices at 489 
Fifth Ave., New 
York. The agency 
will specialize in 
industrial adver- 
tising and public 
relations. 

From 1943 to 1950 Mr. Feeley 
was advertising manager for E. W. 
Bliss Co., Canton, O., manufacturer 
of presses, rolling mills and can 
making machinery. 


John J. Feeley 


Late Dr. Conrad Elected 
to Radio Hall of Fame 


Dr. Frank Conrad, inventor who 
died in 1941, has been unani- 
mously elected to the Radio Hall 
of Fame by the awards committee 
of the Radio Pioneers Club at its 
annual meeting in Los Angeles. 
Dr. Conrad, the fourth choice of 
the annual award, was for 20 years 
assistant chief engineer for West- 
inghouse Electric Co., Pittsburgh. 

The three men elected previous- 
lv to the Radio Hall of Fame are 
Thomas Alva Edison, Guglielmo 
Marconi and Reginald Fessenden. 
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More than any 


ther two! 


General grocery advertising 
expenditure placed in each 
Chicago newspaper 


YEAR 1952 


$3,378,685 $1,441,051 $1,435,161 $623,990 


49.1%, 20.9%, 20.9%, 9.1%, 
CHICAGO CHICAGO CHICAGO CHICAGO 
TRIBUNE PAPER B PAPER C PAPER D 


DURING 1952 general grocery advertisers placed 
more of their promotion funds in the Tribune than 
they placed in any two other Chicago newspapers 
combined. Reaching the largest audience of grocery 
store customers in metropolitan Chicago, the Tribune 
can help you get more sales out of every dollar you 


‘ spend for advertising. 
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amplers of buckram and wool used to hang around 


the parlor. 


Samplers of radio audiences also used to hang around 
the parlor—but like good statisticians, they too are 


changing with the times, because... 


Of the 100 million new radios America has bought 
in just the last seven years, three times as many sets 


are now outside the living room as in it. 


Some 20 million, for example, are now in bedrooms. 
14. million in kitchens. And close to 25 million in 
that home-away-from-home, the family car. No other 
medium reaches out to so many people—no matter 


who they are, where they are, or what they re doing. 


And even though listening to these 59 million 

“extra” sets has yet to be fully figured in, radio’s 
cost-per-thousand still comes out the lowest of any 
media. So for any advertiser, the additional coverage — 


on the road and in the home—is gravy. 
Everywhere there’s radio. And most of it is CBS Radio. 


CBS Radio is the only network ever to have all of the 
most popular programs, day and night. And because 
CBS Radio programs go into more homes (and get more 
hours of attention in both television and non-television 
areas) CBS Radio advertisers reach prospects at a 
cost-per-thousand rate that’s 16% lower than on any 


other network, 


If you’re building your product a bigger home, 


shape your plans around the network where America 


listens most... ~N 
CBS RADIO NJ 
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“For your information, I’m 
at follingsbee & Farnsworth with dishpan hands.” 


—This Week Magazine 
the only account executive 


A Touch of Heresy 

In last week’s AA we reported the annual meeting of the American 
Assn. of Advertising Agencies, which featured a couple of speeches 
questioning whether we are now producing creative men equal to 
those of the past. They make excellent reading. They’re fun to listen 
to and (we assume) fun to make. The implication that in the old days 
there were giants in the earth under Madison and Michigan avenues 
appears to be well-nigh irresistible to a copy chief who talks at an 
agency meeting. 

But is it true? Our hunch is that it is mostly sentimental nonsense. 

We would wager that if the full gamut of the production of most of 
the geniuses, and of the agencies which they dominated, were laid 
out in front of the advertising business today, the unrehearsed and 
spontaneous reaction would be—‘“Is that the stuff we’ve been wor- 
shipping all these years?” 

We'd be willing to bet that certain striking ads and campaigns 
would be found, but that the over-all, across-the-board output of 
these storied shops nowhere nearly equals the across-the-board out- 
put of the best of today’s agencies, which is often regarded as tattered 
and threadbare of ideas, 

The fact is, we think, that all advertising has improved enormously 
over the years. One of the toughest things about the business is that 
your competitors improve just as fast as you do, are just as alert 
and just as adroit in putting into practice what they’re learning. The 
advertising agency of 1953, we suspect, can stand comparison on any 
standards with those of two, three and four decades ago. 

In other words, the business has gratuitously endowed advertising 
of the past with values it probably never had. The one-time giants 
may actually have been more colorful than colossal, and the business 
would be better off if it stopped talking about present practitioners 
as if they were only caddies for the pros of the past. 

We've got nothing against sentiment, but it ought not to warp one’s 
realistic viewpoint. It’s astonishing to find the agency business ab- 
sorbed in ancestor worship, since it is traditionally a business which 
puts progress first, is radical and full of innovation, and believes that 
tomorrow will be infinitely better. Advertisers don’t moan for a new 
Kennedy. Media aren’t obsessed with returning to Godey’s Ladies’ 
Book or Billy Jones and Ernie Hare. Research isn’t crying for a re- 
vival of the Townsend Brothers and their 27 points. 

Leave us face the second half of this curious century with confi- 
dence and common sense. It’s okay to remember Mr. Addison Sims of 
Seattle, but let’s look at Joe Doakes of Ashtabula tomorrow. 


Ah, That Price Copy! 


‘We note with professional interest and personal (as a consumer) 
approval that price copy is coming back strong in the automobile 
business. To name a few, Buick, Dodge, Packard and Willys are now 
telling the public how much it takes to latch on to their products. 
“Further, some of the prices aren't f.o.b. Detroit, but the delivered 
price in your home town. This is reassuring, particularly to the sea- 
soned postwar automobile buyer, who is accustomed to the bewilder- 
ing speed with which an auto dealer is able to run up the price of 
the car by festooning it with accessories. We don’t know how much 
longer the accessories racket is good for, but we strongly suspect that 
the time of fhe eight-day clock, the electric control which raises your 
without your poking your pinkies outside, and the 
bumper-guards-to-protect-the-bumper-guards is about gone. 

We hope so. The automobile business is a singularly American busi- 


radio aerial 


ness. Its influence in American life is profound, and the absorption of 
the American male with horsepower, wheelbase, transmission and 
steering ratio is something that might well engage Dr. Kinsey when 
he gets time off from the most fascinating research project we ever 
heard of. 

Yessir, those 1953 cars are beauts. And what did you say the price 
is—delivered right here? 


What They're Saying 


Translate the Message 
into Human Needs 

Too many business men, in their 
advertising, want to talk about 
themselves instead of their cus- 
tomers. They want to talk nuts 
and bolts instead of benefits. 

Simmons makes beds, but it 
sells sleep. Carnation cans milk, 
but it sells healthy babies. Gen- 
eral Electric makes bulbs, but it 
sells good eyesight. The furnace 
people make furnaces, but they 
sell no sniffles in the bedroom, 
and pingpong in the basement. 
If you are a manufacturer of cos- 
metics, you make cold creams, but 
you sell a romantic date. 

What you make is one thing— 
| what you sell is another. So don’t 
| sell me candy. Sell me the pleas- 
|ure of taste, the appreciation that 
will be awarded me. Do not sell 
me books. Sell me pleasant hours 
and the profits of knowledge. Do 
not sell me tools. Sell me the prof- 
‘it and pleasure of making fine 
things. 

Only when you translate what 
“you make and sell into human 
|/needs and desires, do you make a 
sale. And only when that process 
is repeated again and again do 
you make a profit. To sell an idea, 


it must be rooted in fact but 
dressed in drama. 
—Arthur Towell, president, Arthur 


Towell Inc., Madison, Wis., speaking 
at a meeting of the Women's Adver- 
tising Club of Chicago, April 21. 


On Giving Up Smoking 

| If afflicted with an inferiority 
‘complex, don’t bother to consult a 
psychiatrist. Just give up smoking. 
When, as and if successful, and 
providing you are not taken away 
in a strait jacket, your ego will 
start popping buttons all over the 
place. You will, in the initial stages 
at least, fancy yourself a granite- 
jawed character of indomitable 
will and begin to look with dis- 
dain, or pity, on all weaker mor- 
tals. 

We accomplished the feat a 
couple of months ago and were 
pretty difficult to live with for a 
while. Our friends now give us a 
wide berth, but at first it was fun. 
it was the only way we could 
think of to become a man of dis- 
tinction, lacking the orthodox at- 
tributes. We even found our wife 
referring to us with pride and re- 
newed respect. She was apparently 
amazed to discover that we had it 
in us. 

Actually, we deserve little credit. 


|Although we had tried several 


times before (with the usual an- 
|guish of spirit and humiliating fail- 
ure), this time it was easy. The 
cigaret advertising did it. Never 
before has an industry spent so 
-much money trying to talk itself 
| out of business. Every hour on the 
| half hour we are reminded that to- 
| bacco contains tars, resins and 
| other bronchial abrasives, Smokers 
'are quite obviously committing 
slow suicide, but each brand claims 
that it is somewhat less lethal than 
other brands. 

Any day now we expect to hear 
or see statements such as these: 
“Scientific tests show that Old 
Dromedaries poison you more 
slowly than brands A, B, & D.” “X 
number of people smoked Dung- 
hills for 30 days and lived to tell 
about it.” “Stenchies may make 
you cough, but so does mustard gas. 
Ashes to ashes, dust to dust, you 
know,” 

Out of the depth of our experi- 
ence, we have come to the conclu- 
sion that the worst thing about 
smoking is the uncertainty. There 
is absolutely no assurance that it 
will do for you what it has done 
for others. According to competent 
medical authorities, you can get 
faster, surer results with one good 
whiff of cyanide gas — or sulphur 
dioxide. Why drag things out? 


Arizona Progress, published by Val- 
ley National Bank, Phoenix. 


Model Ad 

Looking through the Saturday 
Review the other day I ran across 
what I consider a model of a clas- 
sified ad, under “Vacations.” It 
said simply: “Sugaring time on 
Blueberry Hill, Lucullan food. Pus- 
sywillows. Nothing whatever to do. 
The Mastertons, Brandon, 
mont.” 

Now, if I were seeking a vaca- 
tion just for idling, I'd put my 
money on the Mastertons. They 
‘sound warm and human and un- 
| greedy—in distinction to the ads 
‘that tout swimming pools, tennis 
courts and—horror 
“planned activities.” 

The classified ad, 
be a joy both to compose and to 
read, has become sterile and cold 
and truncated. Its blunt abbrevia- 
tions take all the flavor and per- 
sonality out of a social transaction. 
Incidentally, anybody interested in 
buying a battered blue Pontiac 
convertible with round wheels and 
a glove compartment containing 
four balls of kite string? 


—Sydney J. Harris, in his Strictly 
Personal column, Chicago Daily News 


Ver-| 


of horrors—! 


which could, 


Advertising Age, May 4, 1953 


Rough Proofs 


Paraphrasing a well-known ad- 
vertising slogan, Ed Deuss, publi- 
city man for the Edgewater Beach 
Hotel, Chicago, says Hildegarde is 
the dear who made Milwaukee fa- 
mous. 


Talls Associates has been organ- 
ized by apparel manufacturers 
eager to do something for tall girls, 
who would undoubtedly appreciate 
finding a larger percentage of boys 
eligible as tall associates. 


Walter O’Meara is quitting the 
advertising business to devote his 
time to writing novels. Cameron 
Hawley seems to have started a 
trend. 


Star admen who go into litera- 
ture speedily learn that on a mile- 
age basis their output isn’t con- 
sidered nearly so valuable as it 
was rated by the commercial world 


“T have never known a sales- 
man,” Mr. O’Meara told the Four 
A’s, ‘“‘who could write a good piece 
of copy.” 

Sales managers say he should 
read some of the work turned out 
by salesmen interested in getting 
a raise. 


Bill Tyler says the agency busi- 
ness is failing to reproduce the 
great creative men of the past. 

Maybe he has overlooked the 
man who invented the 1¢ sale. 


The American Radio Assn. is 
being organized by stations which 
sell time at published rates only, 
but it would help time buyers even 
more if there were an association 
of the other kind. 


Michael Pecora, reports Fetzer 
Broadcasting Co., walked a mile 
in 6 minutes, 27 seconds, in New 
York City on Feb. 22, 1932. 

Was he going for a Camel or just 
looking for a job? 


The New York News, describing 
the work of its editorial reception- 
\ist, says, “Occasionally somebody 
‘reports that Adolph Hitler is run- 
ning a delicatessen in the Bronx.” 

He could hardly choose a better 
location. 


Gladys the beautiful receptionist 
says the advertising and publish- 
ling conventions are held at such 
nice resorts she thinks if they asked 
President Ike to attend and bring 
| his golf shoes, he would probably 
'do it. 

° 

An advertising manager who has 
a million dollar appropriation 
' would like to be an agency account 
man, and adds, “The account isn’t 
for sale in this change.” 

Why not accentuate the positive? 


Sponsors of television boxing 
shows are torn by the desire to 
have plenty of excitement, but not 
so much as to revolt the delicate 
sensibilities of their living-room 
audiences. 
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Here and now—on Mutual in’53—we’re putting 
a new edge on an old axiom: 
“Network radio, in the right hands, is 
still the most effective mass-sales 
tool in advertising... night or day!” 
Sharpened by proof from some of the 
sellingest brands in business, the results make 
kindling out of the notion that radio’s strength 
is limited to non-TV areas or to the daytime. 

Lever Bros. is now moving to Mutual to 
join General Mills and Reynolds Tobacco in a 
coast-to-coast, evening line-up of 5 half-hours 
that provides unmatched mass and economy: 
some 5,000,000 homes every week, for $7,500 
in total cost, at $1.50 per thousand homes! 


Other sales-productive adaptations of our 


evening time and talent are hard at work for 
clients like Admiral, Johns-Manville, Libby, 
Wildroot—with Coca-Cola just signed, too! 

And even the more conventional uses of 
network broadcasting seem to pay off better 
on Mutual these nights: at an all-time low in 
costs, some programs are delivering a 4-year 
high in audience! 

It’s not surprising that all this hewing to 
the line of more effective evening radio should 
win tangible advertiser endorsement: 

Mutual is now selling 30% more eve- 

ning time than in 1950—the only 

nighttime gain in network radio. 

Learn how Mister PLUS and his unique 


axe can clear a new trail to sales for you... 


M UTUAL .. the PLUS network of 560 affiliates 
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Heads U. S. Playing Card 
Allison F. Stanley, who started 


Co., Norwood, O., as assistant ad- apolis-St. 


will continue as director. 


‘McGovern Named Ad Head | 

James E. McGovern, formerly | 
with United States Playing Card news director for WDGY, Minne- 
Paul, 
vertising manager in 1924, has pointed advertising and promotion | 
been elected president. He suc- manager for Zeo-Ran Corp., Min- 
ceeds Matthew A. Follman, who;neapolis manufacturer of home 
water softeners. 


has been ap- 


_tising revenue of radio stations has | 
been far greater than its effect on) 


, 


The QUAD-CITIES 
lead all 
IOWA-ILLINOIS* 


metropolitan areas 
in Effective Buying 
Income per Capita.t 


i * outside Chicago * + 11th Nationally 


ee oe oe oe 


MOLINE Zizeated , 
Zhe ROCK 


local ad revenue, according to a. 
study made last fall by the National | 
Assn. of Radio & Television Broad- 

@ | casters. 
| The results of the study were 
reviewed for broadcasters assem- 

| bled at the NARTB convention 


NARTB Convention 


| by Richard M. Allerton, manager 
|of the association’s research de- 
partment. 

The study was made during 
October and November, 1952, by 
Stewart, Dougall & Associates, in 
five markets with a total of 20 
radio stations. Three of the mar- 
kets were radio only; two had TV 
stations. 

Mr. Allerton said that in radio- 


ISLAND 7Fegues 


TV Hurts Radio's National Ad Revenue Much 
More Than Its Lccal Revenue, NARTB Finds 


Advertising Age, May 4, 1953 


increase of 68% in estimated all- 
‘media national ad expenditures. 
| Mr. Allerton observed that the 


full impact of television did not 


ae 


1951, while the local all-media ad- 
vertising dollars increased 89%. 

In radio markets where there 
was television competition radio’s 
local dollar revenue increased 
9.5%, as compared with an all- 
media ad dollar increase of 98%. 
Radio’s local dollar revenues in 
1947 were 17.4% of all media ex- 
penditures. 

The national advertising picture 
shows the effect of television even 
more strongly, according to the 
NARTB report. 


s In radio-only markets the dollar 
increase of the five-year period 
amounted to 27%, as compared 
with the estimated all-media na- 
tional dollar increase of 27%. How- 
ever, in markets with both radio 
and television, radio’s national 
dollar take declined 7% in the 
same period, as compared with an 


—Mr, G. ]. Werner, Traffic Manager, Motorola, Inc., on 


screen of new Model 21T4. 


“Our program never goes off the air!” 


“Tens of thousands of component parts 
.. . thousands of suppliers all over the 
ceuntry .. . a daily ‘hot sheet’ of critical 
items needed within 24 hours or less 
.. . that’s just a glimpse of our traffic 
picture at Motorola! 

“Yet our production lines never stop 
for lack of available parts — because our 
production program never goes ‘off the 
air. We use Air Express! With our 
tremendous, and steadily growing over- 
all shipping volume, there is daily need 
for this top-speed, reliable service. 

“Many times a day, we specify Air 


Express — and exacting production Whenever 
schedules are met. Show models, adver- 
tising matter, itinerant displays and 
penalty contract shipments are always 
subject to deadlines—and Air Express 
gets them there on time. 

“Shipping costs are secondary on 
such shipments. Yet we find that Air 
Express costs compare favorably with 
other air services. In many weights and 
distances, its rates are lowest of all! 

“Day in, day out, Air Express is an 
integral and important cog in Motorola's 
overall operation.” 


GETS 


via U. 


you ship by air, it pays to 


say—Air Express+ Division of Railway 
Express Agency. 


“OMA LESS 


THERE FIRST 
S. Scheduled Airlines 


Los Ance.es, Apr‘! 28-—Televi- only markets locai revenue dollars |hit radio’s revenues and profits 
-sion’s effect on the national adver- increased 91% between 1947 and in television markets until 1951. 


In 1950 radio dollar profits in 
'radio-TV markets reached their 
peak of the five-year period, 
whereas in radio-only markets the 
|/peak wasn’t reached until 1951. 


® To point up the importance of 
the local market to stations in small 
communities, Mr. Allerton quoted 
from the 1951 financial report: 

“More than four out of five 
dollars spent by national and re- 
gional advertisers for radio time 
were spent on stations located in 
the nation’s 168 metropolitan areas. 
These stations, numbering about 
900, received approximately 84% 
of the payments to stations for net- 
work time sales and approximately 
85% of the revenues from national 
spot business.” 

Mr. Allerton said that only 16% 
of payments to stations for net- 
work time sales and only 15% of 
revenues from national spot busi- 
ness were received by the over 
1,300 stations located in approxi- 
mately 1,000 communities under 
50,000 population. 


® He revealed that in each of the 
five markets there was one out- 
standingly profitable radio opera- 
tion, and that in each instance the 
station was an affiliate of either 
one of the two highest revenue- 
producing networks. In each case 
the profitable stations stood firmly 
against rate-cutting, taking the 
position that radio cannot make 
its product more attractive by cut- 
ting prices. 

Mr. Allerton said it seemed 
that in the television markets 
studied it took about 18 months for 
advertisers to get a true picture 
of television costs vs. results. 
Some advertisers in the markets 
studied returned to radio after 
trying television. 


® In both television and non-tele- 
vision markets there has been in- 
creasing emphasis by radio on 
building local business in television 
markets because of television com- 
petition and in radio-only markets 
because of the pressure of mount- 
ing expenses and the need for 
higher revenue, he said. 

| In conclusion, Mr. Allerton as- 
| zerted that “successful manage- 
ment has demonstrated that there 
must be a continuing drive for 
new accounts and new business re- 
|gardless of whether you are in 
/a radio-only market or in a radio- 
TV market. 


“In a television market your 
very existence is dependent upon 
| your development of new radio ad- 
| vertisers, and it is not primarily a- 
|gainst television but must be for 
‘radio against all other media; and 
‘for the advertising business of the 
‘retailing or service operations, 
which perhaps have never used 
advertising to any degree.” 


Downey Rejoins Downey Co. 


| R. V. “Dick” Downey has re- 
|joined the Downey Co. of San 
| Francisco to direct poster lithog- 
raphy, point of sale advertising 
display and television film sales. 
| He has been associated with Guild, 
Bascom & Bonfigli, and with Dan- 
-cer-Fitzgerald-McDougall in 
charge of the Sperry division ac- 
‘count of General Mills. 


_MacKeever to Ralph H. Jones 
| Robert H. MacKeever Jr., for- 
merly a member of the merchan- 
dising staff of J. Walter Thompson 
Co., Chicago, has joined Ralph H. 
Jones Co., Cincinnati agency, as a 
member of the merchandising staff. 


Williams Joins Brassard 


| Miles Tod Williams, formerly an 
‘account executive with Horton- 
Noyes, Providence agency, has 
joined Brassard Advertising, Prov- 
‘idence, as v.p. 
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The only magazine that 
reaches 97% of the 
largest, most active 
hardware stores in 
America .. . that gives 
your advertisement a 

full month's selling 
pull... that is so 
valuable to its readers 
that they pay an average 
of $15 a year to receive 
Hardware Retailer and 
its exclusive 
merchandising assistance. 
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|Columbia Names Fuller 


| Jack Fuller, who formerly 


Sproull Nominated 
|headed the reviewer service for 


tor Head of NIAA ‘Columbia Records, Bridgeport, 


New York, April 28—William!/Conn., has returned to the com- 
C. Sproull, director of advertising pany after a year’s absence as mer-_ 
for Burroughs Adding Machine |chandise manager of the popular 
Co., Detroit, has been nominated | 29d folk divisions. 
for president of the National In- | 
dustrial Advertisers Assn. for the Jerome Corin Joins Peck 
1953-54 term. | Jerome Y. Corin, formerly with 


Other officers named by the, Kastor, Farrell, Chesley & Clifford, 


nominating committee, to be has joined Peck Advertising, New 


elected at the NIAA conference York, as an account executive. 
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Frey’s ‘Advertising’ 


Revision Comes Out 


New York, April 28—First pub- 
lished in 1947, Albert W. Frey’s 
“Advertising” received critical 
plaudits for its stress on the socio- 
economic impact of advertising. 
Ronald Press Co.’s new second 
edition of the textbook ($6.50) re- 
tains that emphasis while bringing 


| up to date its application in prac- has been appointed an account ex- 


‘tical marketing. 
| Among the revisions made to 
\take account of new trends are a. 
\full treatment of television as a. 
major market; expanded coverage | 
|'of market measurement, consumer | 
‘motivation and copy testing; and | 
separate chapters on packaging 
_and branding. 

_Druckman, Jelinek to Allen 

| Kenneth Y. Druckman, formerly 
'with W. B. Doner & Co., Detroit, 


|ecutive for 


Allen Advertising 
Agency, Chicago. Randall Jelinek, 
previously with Industrial Publi- 
cations Inc., Chicago, has joined 
the agency as art director. 


Abbott Kimball Names Two 


Ralph Morris, formerly assist- 
ant art director at Batten, Barton, 
Durstine & Osborn, and Helen Ber- 
tull, who has rejoined the com- 
pany, have been appointed art di- 
rectors at Abbott Kimball Co., New 
York. 


June 22-25 at Pittsburgh, include 
the following: 

For secretary-treasurer, Kent S. 
Putnam, account executive, G. M. 
Basford Co., New York; for v.p., 
four vacancies—Arthur W. Cowles, | 
advertising manager, Carborun- 
dum Co., Buffalo; Robert C. My- 
ers, director of market develop- 
ment, United States Steel Co., 
Pittsburgh; Arne Oker, advertis- | 
ing manager, American Optical 
Co., Boston, and Henry Tymick, 
account executive, Buchen Co., 
Chicago. 


@ Mr. Sproull is currently a v.p. 
and member of NIAA’s executive 
committee, and is completing his 
second term as president of the 
Industrial Marketers of Detroit. 
Before assuming his present posi- 
tion with Burroughs he was adver- 
tising manager, and before that di- 
rector of export advertising. He 
was at one time an assistant pro- 
fessor of journalism at the Uni- 
versity of Kansas, city editor of 
the Journal-World, Lawrence, 
Kan., and a feature writer on the 
Kansas City Star. 

J. A. Duvall, advertising super- 
visor, A. O. Smith Corp., Mil- 
waukee, is chairman of the NIAA 
nominating committee. 


Garfield Moves Offices, 
Promotes Staff Members 


Sidney Garfield & Associates has 
moved its offices to 26 O’Farrell 
St., San Francisco, from 45 Second 


The agency has also announced 
the following promotions: Daphne 
June King, from copywriter to 
copy chief; Ken Shupe, from gen- 
eral assistant to production man- 
ager, and Donna Williams, from 
receptionist to media assistant. Earl 
Moss has been added to the staff 
as a copywriter; he has been with 
agencies in Chicago. 


rn wo 


‘News-Enterprise’ Goes Daily 


The Catawba News-Enterprise, 
Newton, N. C., formerly a semi- 
weekly, has begun publication: as 
an afternoon daily. Robert H. Mor- 
rison is the publisher, and Charles 
J. Preslar Jr., formerly county edi- 
tor of the Daily Record, Hickory, 
N. C., is the editor. 


IBASSADOR 


fe ae eee sae Res Ae Bie - oy sires ed 
ee a Seer See a Be Nae . <tc) ee ee eer. eee ah tae ake Se st aera peste S eT Ry oh Bver.2 ieee Lees er x 
at geeeg ts US ee ae ee ee, a > ae A dee a a Pee knee pe ee © ag MO SY ee ene ee agen rae ee PO Cottage) ie At a a i ee 
. ; = Nae oe ae wei aS, eeu peter a eee See . , ‘ me me 2 : elses anne eis eee es 3 Bay ial Nias es on ‘ pee fo f gee 
a a ty : i BE atope nti > oe exe ke ty eee pnd 3 oe ae ‘ ¥ 3 ea. seers, ts Tee Reka Reso ieee! * % roe atic ‘ Pests 3 : ve ae 
gis 3 : tk ss. > eee cS ae Alera 
mae emma paiement cies int ail ony — openers 
aoe Hi Pe ee ; ee 
oss 
. >. ' 
oe Po “ 
a 
Bont 
as ee ee 
aa Cr 
any poi 
tat ob: 
oy at f 
ae or 
ee ee re 
ee , i / 
Soe du 
aie ° 
tg: lic: 
as 
Ae ™ 
a Seu 
ape 
re Pe 
eae 
iiNet ; 
Teens 
Pe Lt 
wieong i op 
op eae 
pes. e . 
ie : ne 
- Si ge . * 
eh geet ie Woes a ae 7 i 
aon, ees =. hare AMEE © rete oe : 1, sca 
ae fo Ue i em ie Ripe er i Ne Steptoe eo ees 
oe : oa Se eG eee pe Sek i erie Mie Peerage tl Bee bye ioe rh ea) Mea AE pate pL ay STE pal Rome: 2 ~ + 
5 $x 2 Saab eile: Ee re 2 itedat ds amie © Sut ee ea eal oe OF Me ee See: ePtre ag Ne | ae g etoke Secaene Ueata . ; 
es iB) eer igs Avena te Ae Seni emeene el ot SN abeieeaiaree 2s gh eee Bech. coc pe eames Se mC Camere nae ¢ ee us ec sees ate es gE hee i 
=f a ge Sr eee ak Oa ee aie eat a a ee Seca ages 5 gee ate puree ee oe ee Bes ee) toe on ee DE Ce om ee eg Bae he re om Cie, ‘ easy) 
Lec ne mae es Son adh = al aan = eee oc. oh ae ee Ro DE SST GN.) tee Re are, 8 Re ae, ee) ae ge eens” eh ae aa apie aioe a il fee 4 Ene ne Sar iors 
fg aide Fg) ieee ro cg os eta Sie SS a Te gear ania Sao ne ome ye ei anaes ay =; Coa pk ee ieee or ei) Sage as ee a esate hie 
ages . geist: i sia ARI a ee SUPA egies erg ae Se cai ocala Bee (conceit Teac Melhor 1 ae ated oie mw eras pee TS Ag Y See dened spice seas ew Ss Bogs co knee ess 
ge Lege ca ie 5 Ph heen se ees inc NS pet eee Be oer eat erat hay <r =e a eer PN a p ape 2 Sane), cae ES free chek Aes Ca ctee gs, : 
eee Bent ocean te Ale eat ae 2) re ees: i Se ee oo is. Rane tds eae een fe cere ape purge oe Nick Woe Berit i ie aa 
ae er aay oO. sR ho eee peace Le eM a rs” ie ae een fe ee J _ ee oa eee = . rae Saas ee By aS, : ? sa ees 
esi Sees ee A mc a eee OE Sea Tn gouge oe er es : or a ee : et P iid gle Gee ee ee es aa ae es 4 Pe a 
os, oe la Ree ea i pee Se ce ee : Bac sees a OE OS POR TS he PP ny ee se a. 
ae PRGr Sree) oa vue a Bah Fume me emenk Nr en 8S eae at he eae eee ee pe aN oN oe ae oi he os he ee as eae 
a oa ha em é Sis sieae giaaaers ’ Sei ie ieee Pee eh See ca Soe: 95 nea age See ages Biga are she ger ae ee = ee : 
Sus ‘ Se ORME neigh oN SA ea ghetto ; oe ‘ ; Tee eee a Ee Rice Bis se NO eee eae.” Sage meee id i eas 2 | vi. 
et . ele ge iy x Bene te ee meiaeerie aett eee “ i ede te Pe eee Lacy a #2 : Mess eas Sat eeus oe ae oS eee ak Sle i te 
: igee ; 7 ese gai alll eo cae eae i - ne : he PhS ay. ae Oo eae Bet : ; fee 
sce woe SM PE eee ; a ee ee ee iy sale Pe ae Gara se 
iit i ; ; et eae ae eelaal ‘ een nate Pet 
ngs) Bie ae aes fost pail ete Siglo ca, SAB ae EIS ans Chee cepa ued By ak < a Betty) 5 ie ells 
ele ae ae one Senn Cee ee ark * cl anes A ote ey ey ae Boas an " a ae ga no, aie 
32 . Safa +e "Scag tS) iat meieeey, FRR TERM ER aE irr pba Rete sree vies Aer Se ea * . eae ks ae Se Ae ge! 
s ; a Be ables Cea a Saas. Keone maa aang ee ee a ee Bek a se =e oe he ” 4 et ae a ¢ 5 heehee ay ae x are 
a eed ee ees a oe ‘Gad : ead IO es >. - ‘a > PEPSI et a. ys ais 
oe: Se ane Kips \ Bele En ea oe ae s . " eer eet i 
ae fete Me goer 5 say < ‘ ie ine ee aeeratig toe , a a eiliteeds Ee SN atiine, " 
. UES og ee ga Sec i a ( oun . ‘ ae ~ a awe eee eee rs —— , a Sea ve 
ogy ae Sy Saeco ae ee ae Sage ff al a i 4 Seis 
a es PME Ae ag fe) on ae ee ena NN ran meee Sos 2 ot ~— me era) 00 
ines tae ee +5 Ve ee es 4 saa " pe tcod 
a ct rs Te gd ee ee ee ae . aeaee 
Hele" Pa, 1. re eee Be ae Ng SS A Se io * 
ie oe v 3 | : 
os hairs. 2a ae ree a ~ ) 
eo 1 TES OOS eae ar tH # : ' asia ‘ 
ee Lee "y +” + ee ~ 
| Sa ees eee ri me / i ae 
| ANS SEY Bae ecu / are : ‘ . ~ 
| 5 : 
: | sin? f * ‘ 
¢ | a “ a P y od . - 
| ff i | 
| f ; ‘ 
5 f 4 
o . 
a aes ” 7 
: = 4 ’ 
. | : oe j -f : 
ere ie if ‘ ‘ 
, | ) # 
‘ome : ues oo, eee C \ By 
Goenie a MEREO ES ' : & 
= ; e “a % () 
reger “4 . fa , ’ “AN . 
ie soe ‘Be ss , . oe ‘C* X at 
ery Rens 4) + a S £ \ 
: Be ee en : ag ™ ; 
om iiss = a ; P 4 
oe : fe prs / 
ay Fe: mr ys! “a be ee 
2 Ye YY Ga x 
4 * a 7 
es * P rs ae .-) 4 
pe & 2.8 ; 7 > 
- e § Boa 3 j : fr (C/A 
“eg " 2a oS ae && f Oo baa? 
es - : - To 
ieee "ages alas F 4 H 83 “ ¢ 
a Moe Te ‘ ; e 
a ane ae ¢ if * 
: = £ 
otal eee ee, F t "f Sets ‘ 
: AS ey. : ; B 
3 ae : 4 ui i 
gy: eee ; 
Z fie: a ’ * ‘” ? 
s Rpt ces Ps raed id : de 4 
ag é een eee ee Ps % ; , 
nore ee a i ; “alge j 
Pivkes ai se. a. : is “ 
et . "2 Dain ae , ee | oe -—s pa 2 i 
pas yb ie yd eee sag ee . . : ’ ‘ . ‘ 6 y i ing - 
rue a> ts wang % eo 2 ¢ : sara | er SE dy ite ie SSE cae ic : . 
es es Agi ee | ues 7 + e ates y ae ae 4 TR Te “s 
er st: pcb gen amas ae ; \ a. Pe” i fi : oT ag > are 
: r See: q fe ‘ o) ae en, a ——- : ae Ma eee e Be < 
ace a ee be aa . r oS by oe ome eh oe | POE is Ss: Pa em 
; ¢ih eee iad \ pers * : . Sete + a iin ne OD see 
7 ea eae | ae - : . ie i te s SD ile * Frege es 
pale —— ae ee | Grea “ ef } ‘= ¢ Be, ee ; ‘ 
‘i at 5s i ¢ 5 ea Eee Oy es ee F: 
se e aN —_ - vies wx - ma Spee) eh d 
ae Ge ee \ iad es a ee Re SP ea am Bree a 
a 7 \ oe 4 - . * ae dle S Fol Vee 3 ‘ae 7 
: eS ; 8 on ee ee 5 , F 
eos 7 - ; nia cir ; ‘ Be oe a > afer we iis a, ’ ae 
; h q SP ) : - FOREN Nir ais 6 \ 4 Seat 7 yf \ ‘al me ae ce ee ®) A. ¥ ‘ 
PIMC AGONS BS. m4 <> - 
f Wi 7 7 P3 5 n\\ . ape ~ Ae ao of S aes * ; = 
S ee a et) ee fi S m rx of - *” 
* y Se re a ge i - j 5 ne Boat a ; . me ys 
a ee er ee ae \ Saleh 2 eS 7 alll ~ 
or: i“ Big a Maan Spaces Re ’ Cena ny : . xX Ye : et r. 
. Ay tak De eet, BS ey ee - eens ore ~ Ff us " 
i i eS pete ee ‘ , ; . ; mee a . 
' ‘“ > oe ie ra ; eS ; 4 j y con soni Seu ae 
= é Roh " ' . j ~ Ld oryik me a a . 
aed me = | ree , “10 Sem hides j fi - ; ee il : 
ree. : s 3 Sods — . — a is. 
a gs wren CF ore Cr 4U oak eis als eno" a - a Rate at =e > eee 1 = Saige - 
Sha eee Pct ined de Tel ae 8 erm ig ; PR eC 3 . ’ . : je ——— a 
; : : | Bat ae Sens peg Ari. ay ae ~ 4 Hela — ne ; i ‘ f ie 
se TE a ‘ine Aaa : = Co ee Ae ® — — Ns 02s fe “3 Pe ea 
; oo Pas sant Ne alta: oy, ea eS oe S ¥ Fe a or a A a 
; Seer i} o ee SS ees cama a ss ' a en - ‘a a 7 
; A : Ares A aor ; .. fee —_ *  * : % . te 
; ‘ ee ph! : ‘ oe oon : e . ; ai . a . 4 Re eae wee 
+ . - ha ; ‘s ‘ he ae “ea aa E : : Re i .. “ae es oe eae 
ee ; srr aoill ae ; pee ‘ nt aa > ae 
ee . it { .? ss } ‘ — : ; * Soe ie we a 
j Sort Y ; . i i & ye \ > a ee oe ae sake e : Po 
: , e A oak : i es a “s Sa ae ’ a: *. fe “ tat ee 3 ee Sy 2 
‘ . y i \ f : : i 5 . , : ~~ PS . a . - i . Ais hier —" Saat ’ ee ip & : o> ee 
. ms Fini r \ = = natty ‘ r or) 
| a4... «ae. | 4 ' 4 
Ls ‘te: 1" » ; : 4 a _—— - ae a . 7 ae gee ‘ or 
3 s “ . os eee Be: 7% Be aye, io" é Prete s 
e omg a OPE, ee : ; eo eae ; ay: ee 
e Naxec Comfort, Charming D la | he ~, ett PN ER TOE A ye rene sage on i TE Ea Lage opie Res cd ee setae 
; ie cae 4 Saag ee ae” ii Eve 1h c = ee ate ae ; 
" SE A al a i Rg ane = “ * A ua o ee 
ge a : : “ng ‘ re lls con 
a mous - &* ; Ee - Nef are 
oom Wc Se 2 eh gee . é E . — rm = i Pe nigel mae oe 
me: 4 a amet e a ae a } ar Mie . > ~ ie 1g eS. ae 
| aes aera pe eee | - a . ai i) ao —— oe ae Fag 
meget 2s y ’ eS : ——— és | ee pe ok ; ; Fee 
‘ a ft j ad ; LC vb r < ea. a ee ey eee 2 a > on act € 
and THE BUTTERY x oe _casibisi f 
ae ee ee ey y . Baas ; wee : 7 ne f } a z ore het | ae Sale 
: SY) it saint eae hy 2. fy ; re iis : , a seat . je ae 4 ay la Sees 
es ‘ Borrett, ‘ oS ran « : ‘ 7 ate * * : : i pr > Sr ape or 4 — 
We at SS eS ei y,) ie eee : “ oa ae | pe 
.”~ ie. oh fs an, : ‘ ; . 
p a. / | ; : Hy 4 
i \ Chicas 10,1 noise | ; : a 
a . 5 es a Pp F - Sh x Suse 
' . S fees i oe * > a Pe 
aie i ie ihe pitas ; ee 
‘ oa oe F< 
ne , % : 
oe ; oe ee ; i ° . 
: : 4 e- ents : a ‘ 4+ * 7 
ear . wie’ Fi bilee Bio 5 a! % oa : ¥ ‘ SO ae Fae i - " 
, ; ; F ‘ ? ~ Pius, 7 % a ss 3 ee * "3 » 
> 3 : eee rear. ee - x 3 * . “: vet ite 
4 z Oe en b SSR . v7 phil a, “i, ae Kes het % i = er Red ce men i : ra ae 4 , nee f. 
' f tr Fn POOLE eg a ee s ; . A te 


Advertising Age, May 4, 1953 


Pick Joins Russel Seeds Co. 

Harry C. Pick, formerly with 
Cruttenden & Eger, has been ap- 
pointed printed media supervisor 
for Russel M. Seeds Co., Chicago. 
Arvid Bergsten has added the 
duties of business manager of pub- 
lication space to those of space 
buyer. 


Pearson & Luce Formed 
Pearson & Luce Productions has 
opened new film studios in the 
Bellevue Hotel, San Francisco. The 
new firm is the result of a merger 


between Lloyd K. Pearson of 
Pearson Sound Studios and Ralph 
W. Luce of Bay Films. Sound and 
motion picture services will be 
available to producers and spon- 
sors, covering different phases of 
editorial and technical production. 
The studio will also produce pack- 
aged TV spot commercials, pro- 
grams, and industrial and commer- 
cial films. 


Robinson Heads Book PR 


Arnold Robinson, formerly with 
United Artists Corp., has been ap- 


poin .P 
publicity for Exposition Press Inc., 


‘to 2326 S. Michigan Ave. 


ted director of promotion and 
New York book publisher. 


Jones to Carpet Institute New York. April 30—Advertis- 


Paul Jones, formerly with the ers underestimate the length of the 
National Cotton Council of Amer-— wane cold and cough nacede in 


ica, has been appointed president. N 
he Carpet Institute, N || New York. 

7 oe ©w York.| “This is the warning of WOR, 

Agency Moves, Changes Name which has just completed a sniffle 
Associated Writers, Chicago, has | survey of 1,000 families in 12 coun- 

changed its mame to Associated | ties in metropolitan New York. The 

Advertising Service and has moved health study was conducted for the 

‘radio station by Pulse Inc. 


| WOR Checks Snitfles in New York, Says 
Cold Remedy Advertisers Should Get Busy 


Pulse found the incidence of 
coughs and colds in this section— 
not surprising in view of the per- 
sistence of cold, wet weather—as 
great in mid-April as it was in the 
beginning of March: — 


s On March 1 about 23.9% of the 
families visited had somebody with 
a cough or cold; by March 27 the 
figure was up to 26.7%. The family 
percentage as of April 13 was down 
slightly to 23.8%, but the number 
of people suffering from colds and 
coughs was higher. 

Most of those feeling under the 
weather were women and children 
—particularly small fry under 12. 

With these statistics as ammuni- 
tion, WOR will try to convince the 
makers of cough and cold remedies 
that they should schedule their 
seasonal advertising campaigns by 
the thermometer as well as the 
calendar. 


Avco Promotes Shouse; 
Craig Quits for New Post 
James D. Shouse, a senior v.p. 
Cincinnati, 
Crosley 


of Avco Mfg. Corp., 
and chairman of the 
Broadcasting 
Corp., has been 
appointed chief 
executive officer 
of all of Avco’s 
Crosley division 
operations. He 
takes over the 
duties vacated by 
the resignation of 
John W. Craig, 
v.p. and general 
manager of the 
Crosley division 
since 1948. Mr. 
Craig left to become president and 
chief executive officer of Alumi- 
num Industries, Cincinnati. 

An Aveo director and executive 
committee member, Mr. Shouse Or ae 
will supervise Crosley plants in eo 
the Cincinnati area and in three ms 
other cities. He will continue as mine 
chairman of the Crosley Broad- 
casting Corp., which owns and op- 
erates radio stations in Cincinnati 
and New York and TV stations in 
Cincinnati, Dayton, Columbus and 
Atlanta. 


Gritte Names Goehring Co. 


Jacques Griffe, French couturier, 
has named Jack Goehring Co., 
New York, to handle advertising 
for a special line of dresses. The 
sampaign, using fashion maga- 
zines exclusively including Har- 
ner’s Bazaar, Town & Country and 
Vogue, will start in September. 


James D. Shouse 


ee Me 


the countr y for’ 


Commonweolth Shoe & Leather (Co 


/ 
o/ GNvertising ’ 


NEON PRODUCTS, inc. 
America’s largest and most experienced 
monufocturers of illuminated signs. 


600 Neon Avenue, Lima, Ohio 
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ASK THE ~ 
LIQUOR FOLKS! 


$11,896 is the average income of NEWSWEEK’s fam- 
ilies — better than three times the national average. 


It provides real spending money—and a sweet market 
for whatever it is you sell. Take liquor, for instance: 


86.7% of NEWSWEEK families entertain at least 
once a month... and 66% serve premium-price 
whiskies to their guests. 


41.8% reported purchasing liquor during an aver- 
age four-week period...and an average of 4.2 
bottles per purchase. 7 


PEOPLE WITH THAT KIND OF MONEY FOR PLEASURE 
HAVE PLENTY TO SPEND 
FOR YOUR PRODUCT, TOO! 


EWSWEEK 


aipare on 
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average retailer to spend money 
for merchandising. 

Usually, he rides the coattails 
of national advertisers, and for 
point of sale he relies on the ma- 
terials that the major photographic 
manufacturers get out. 

Photography, published by Ziff- 
Davis, has taken exception to this 
theory and seems to have hit on 
a winner through a_ three-way 
plan between photographic deal- 
ers, manufacturers and the maga- 
zine. 

Guided by Promotion Manager 
Michael Michaelson, the program 
has received 251 dealer accept- 
ances—as of the middle of last 
week—and is expected to hit near- 
ly 300 when it kicks off early next 
month. Here’s how it was done. 


® A page ad was scheduled for 
the March issue of Photographic 
Trade News, headlined: “Photog- 
raphy magazine announces a sales 
program for dealers.” Briefly, the 
plan was explained as follows: 
“Every three months Photog- 
raphy will run an extra-length 
roundup article featuring one im- 
portant phase of photographic ac- 
tivity. In the June issue, for in- 


P H OTOGRAP HY magazine announces 
A SALES PROGRAM 


for DEALERS 


Weer Th0S PL am 15 Chime STARTED 


Tre ples @ wong 


ANNOUNCEMENT—A merchandising prece- 

dent was set for the photographic industry, 

according to Ziff-Davis Publishing Co., when 

the sales program described above was 

announced by Photography in Photographic 
Trade News. 


REFRIGERATING 
oo ENGINEERING 


offers the largest circulation 
and deepest penetration 

in the piants of 
manufacturers of refrigeration 
and air conditioning 
equipment and appliances. 
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REFRIGERATING ENGINEERING 
Published by 


THE AMERICAN SOCIETY 
of REFRIGERATING ENGINEERS 


4115 Edwards Road 
Cincinnati 9, Ohio 


‘Photography’ Hits on Promotion Scheme 
to Spark Merchandising by Photo Dealers 


New York, April 29—In the! 
photography. business it’s suppesed , 
to be almost impessible to get the | 


Advertising Age, May 4, 1953 


A 

tion’s dealers. This plan will then | gram all you, as a dealer, have to! give them re- ication “op- 
| be offered to dealers on an exclu- | do is promise to use the kit which | tha ts netabtish "sae . 

sive basis for their city. A com- | will be sent you free, and agree | for your store.” The letter to man- 
plete merchandising kit will be to run a minimum size newspaper ufacturers explained that they q 
stance, the theme will be home| sent to participating dealers at! ad featuring your story and the could participate in the promotion " 
movies- and around this theme a/|the same time that Photography ohotographic equipment current-_ providing they ran at least a third- ly 
merchandising kit will be devel-| goes on sale. In this kit will be ly being promoted.” /page in the June issue on h Me 
oped that will give dealers a com-| window streamers, stickers, coun- movies and paid $150—their hiape 7 
plete store-wide campaign—at ab- | ter cards, newspaper mats, etc...|8 Before the ad ran, Photography of the cost in preparing the ca Cc 
solutely no charge. a so planned in every detail that the| had proofs made and sent them | chandising kit. He 
Once an editorial theme is de-| dealer will have only to use the | out, together with explanatory let-| If predictions come true, and - 

cided upon, manufacturers will be material sent him to have a store- | ters, to a special list of some 1,600 they seem likely to, partici 4. 
invited to take part in building a| wide promotion. retailers and manufacturers. manufacturers may pervhor~ - 7 
merchandising plan for the na-| “To become a part of this pro-| For retailers the pitch was to | as little as 50¢ per store to get their ms 
th 
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* nencene® ‘ 4 1,016, 600 sets aa 
wit ..s..9 of 
a ANNUAL BUYING pOWER ae 2 
\\ of Rhode Island; Centro New Bedford, Cape 

* A re) 


n. 
Wr rBoston, Worcester Fa sing New Londo 
rs 4 E stern Connecticut, 
Cod; Ea 


ae 


5,423,800 people” 


Salesman in 


- Persistent 


You Market =< 


Dollar 


PROVIDENCE, R.1.. 
CHANNEL 10 | 


Represented Nationally by 
Weed Television 
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displays before the public. noted, the latest figure is 251 ac- | their reguiar newspaper sched-| Eight cimaingtneeis have penne and has already started talking 
Mr. Michaelson reports 260 in- ceptances and 574 inquiries. ule. up for the first promotion which about its fall promotion, which is 

quiries—before the ad broke in| When a retailer in an “exclu- will break in the issue on sale expected to be on lighting. 

Photographic Trade News. Short- sive” city signs up for the home| s When they join the promotion May 10. They are Director Prod- | 

ly after the announcement ran, a| movie promotion, he agrees to|all retailers receive the merchan- ucts Corp., Radiant Mfg. Corp., Admiral Helps Dealers 

letter went out from PTN over the run a minimum 300-line ad, sup-| dising kit which contains window Elgeet Optical Co., Keystone Cam-| 


; _ Admiral Corp., Chicago, has be- 
signature of Assistant Publisher | plied by Photography, in his local | streamers, product Stickers, coun- era Co., Tiffen Marketing Co.,| gun a six-week promotion in which 
Charles Feldman, and enclosing a | newspaper. The ad features the ter cards, tent cards, window dis-| Photographic Importing & Dis- dealers will sell a nine cubic foot 


reprint of the ad. This went to 6,-| | products of all participating man-| play suggestions, a home movie tributing Corp., Berndt-Bach Inc. | refrigerator listed regularly at 
000 photographic retailers. _ufacturers. check list and a quantity of Pho- and Weston Electrical Instrument | | $269.95 and a $40 kitchen cutlery 
In the 10 largest cities the pro-| tography covers, all designed to! Corp. set for a combination price of 
« Two weeks after the ad ran, it motion is not exclusive and re-|tell “everyone in your shopping | Ziff-Davis is highly satisfied | | $219.95. oo ero go is not a 
had pulled 311 inquiries and a tailers are only required to in- | area about the home movie equip-| with this first attempt at an over- The aeeaial ries taal tiken. set to 
- third as many acceptances. As. _corporate the manufacturers into. ment you have available.” |all photographic industry program help dealers to compete with com- 
panies selling 1952 models at re- 
duced prices. 


lowa Agency Changes Name 


Atlas Advertising Agency, Sioux 
City, Ia. has changed its name 
to Amundson-Bolstein. W. M. 
Amundson, fomerly a Minneapolis 
advertising and public relations 
consultant, will be president. Mil- 
ton Bolstein, owner and director of 
the Atlas agency, will be secretary 
|and treasurer. The agency will oc- 
/cupy the Atlas offices in the Ben- 
son Bldg. 


Burke Appoints Gidley 


Bob Gidley, formerly a partner 
with Winsett, Gidley & Darley, Dal- 
las agency, has become associated 
| with R. J. Burke Advertising, Dal- 
las. 


Grey Appoints Frierson 


Leland G. Frierson, formerly v.p. 
and director with Ruthrauff & 
Ryan, has joined Grey Advertis- 
ing, New York, as v.p. and mem- 
ber of the plans beard. 
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GARNSTAINE 3 Roy a F, | z builder that everyone wel- 
comes to the top of his desk 


‘ature MONOGRAM S:--*--- 


with your name here 


©: on 2-color metal plate 


; construction 
KEEP YOUR 
NAME UP FRONT 
4 ways 


_ 1. Your ad works under ideal conditions 
--on @ handsome, useful gift 


2. No waste circulation...reach only pros- 
pects and customers 


| 3. Long-life medium...your ad lasts 5 years 
or more 


4. Low cost advertising...your ad makes 
sales calls for a fraction of a cent each 


Ask your stationer or office supply firm for 
details and quantity prices of MONOGRAM 
Staplers, or mail coupon today. 


TWILSON JONES COMPANY 1 
209 S. JeffersemSt. Chicago 6, Ill. 


Please send complete data laining how 
| can pute the MONOGRAM. Sta lers to 
work on ospects” om 8 _ give 
me nome of ay near eat stotion 
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INCREASE 
of The Elks Magazine 
in 1952 over 1951 


is GREATER 
than any of the 11 other 
LEADING 
MONTHLY 
MAGAZINES 


in the fraternal, outdoor and 
general groups 


grt 
& 
¢ ia sid A 
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MAGAZINE ) 


New York ¢ Chicago ¢ Detroit « Los Angeles 


Gillette io Air Derby: | 
| Proceeds Go to Red Cross 


Gillette Co., Boston, has recon- 
| sidered and will sponsor the Ken- | 
tucky Derby coverage on CBS 
radio and television. The reason: | 
Churchill Downs gave the long-— 
time sponsor of the racing classic. 
a better price. Fee for the broad-— 
cast rights will go to the Red Cross. 

Earlier Gillette had balked at 
the starting gate when the rights 
|for the race were boosted substan- | 
tially over last year’s figure. Max- | 
on Ine. handles Gillette’s sports | 
schedule. 


Gar Wood Boosted in Canada 
| Engineering Industries Co., To-. 
_ronto, will promote Gar Wood au- 
_tomatic oil heating in Canada dur- 
ing 1953 using large space ads in 
| shelter magazines and smaller edi- 
| torial-type copy in general maga- 
zines. Heating, architectural and 
building trade publications will be 
| used also. During the spring, daily 
/newspapers will support local Gar 
Wood dealers. Paul-Taylor-Phelan, 
| Toronto, is the agency. 


| Weiner Gets Bel Air Brand 


| Whitney Frozenfoods, Oakland, 
7Cal., a division of Safeway Stores, 
| has appointed J. J. Weiner Co., San 
|Francisco, to handle advertising 
for the Bel Air line of frozen) 
‘fruits, vegetables and peas. The | 
brand is Safeway’s private label. 


oins Pennsylvania Salt | 
| Pennsylvania Salt Mfg. Co., Phil- 


_adelphia, has appointed Cameron | 
| Siddall sales manager for agri- | 
| cultural chemicals in the 11 west- | 


ern states, 


| 

| _Doner Opens Milwaukee Office 

W. B. Doner & Co., Detroit and | 

Chicago agency, has opened an) 

office at 2051 W. Wisconsin Ave., | 
Milwaukee. 


“(as S000) | 


the enly 50,000-watt Class 1-B clear channel 
station in the State 


the only Arkansas station with 28 years of con- 
tinuous broadcastipg experience — 


formerly located at Hot Springs with 10,000 watts 
on 1090 KC, — 


now broadcasting from Little Rock, with 50,000 
watts on 1090 KC. 


now offers primary daytime coverage of 1,002,758 
people, of whom more than 100,000 do not receive 
primary daytime service from any other station 


a 


5 and .1 contours) 


secondary coverage (between 
adds another 2,369,675 people! 


superb new equipment — superb new program- 
ming planned for every segment of Arkansas’ 
population 
@ same ownership and operation as KWKH, Shreve- rr NEW: 


port, whose KNOW-HOW has made KWKII one 
of the South’s great stations 


EFFECTIVE JUNE 15th, KTHS JOINS THE 
CBS RADIO NETWORK 


ask your Branham Man! Several truly unusual 
“charter opportunities”, now open, may not be 
available again for years 


BROADCASTING FROM LITTLE 


Represented by The Branham Co 
Henry B. Clay, Executive Vice President 
BR. G. Robertson, General Mayr ager 


50,000-WATT (ces SOON!) 


THS 
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Getting Personal 


Fellow directors of the Advertising Council feted president Theo- 
dore S. Repplier with a surprise testimonial April 16 when he cele- 
brated his tenth year as executive head. He received a silver cigaret 
BOS. «3 


Louis Bodee, of the Roland-Bodee Advertising Agency, New York, 
suntanning in Miami Beach. Agency has a Miami office. . .William L. 


Rhode, v.p. of Flint Advertising Inc., Miami Beach branch, has a-- - 


book coming off the press at the end of the month. It’s called “The 

Heel,” and features murder and mayhem in the advertising world... 
Ohrbach’s advertising and publicity director Mark Klauser has 

married Madeline Landsberg. . .Julia Davis Winston, with Time Inc., 

eae her engagement to Kenneth N. Dayton, v.p. of the Dayton 
ei 


Joseph L. Kearns of A. Gross & Co. won a $500 study scholarship 
from the New York Adclub, first prize in an essay contest for the 
club’s advertising and selling course...Marlboro Shirt Co.’s adver- 
tising director A. J. Wolf is back at his desk after several weeks’ 
absence due to illness... 


L@NDON SCENE—Here is Allyn B. Mcintire (left), v.p. of Pepperell Mfg. Co., with a 
London Bobby and Fred B. Opper, London representative of American Broadcasting 
Co., with Buckingham Palace in the background. Mr. McIntire has just returned from 
a flying trip to sew up some of the details of Pepperell’s broadcast of the Coronation. 


Benjamin Abrams, Emerson Radio & Phonograph Corp. president, 
presented KUHT-TV, Houston, with a check for $10,000 on April 13. 
The station got the award for being the first non-commercial edu- 
cational TV outlet in the U.S. The next nine stations will get simi- 
lar grants... 


Julian Schwartz, general manager, Station WSTC, Stamford, 
Conn., has been named a director of the Retail Merchants’ Council 
of the Stamford Chamber of Commerce. ..Al Henry, sales promotion 
manager, Station WONS, Hartford, has been recuperating from sur- 
gery... 

Bruce Fogwell, assistant ad manager of William Carter Co., has 
a new son, Bruce Philip Fogwell Jr...In Cleveland, WNBK and 
WTAM ad, promotion and merchandising director Charles Hutaff 
announces the arrival of Charles Hamilton Hutaff... 


National Broadcasting Co. and its president Frank White have 
been honored with an award of merit from the Laymen’s National 
Committee “in recognition of their outstanding efforts through the 
media of radio and television in keeping before the American peo- 
ple the importance of religion in everyday life.’’.. 


Ivan Annenberg, circulation director of the New York Daily News, 
will be honored by the publishers’ division of the Joint Defense 
Appeal, May 6, for “his contribution in the fight to preserve Ameri- 
can democratic liberties.” 


For its annual drive the Greater New York Fund has named AIl- 
fred B. Stanford, Benton & Bowles v.p., to head up the agency sec- 
tion and Good Housekeeping’s publisher John R. Buckley for the 
magazine section. .. 


Miller Freeman, founder and head of the group of business publi- 
cations that bear his name, was honored as “the father of the School 
of Fisheries” at the University of Washington, Seattle. In mid-April 
Mr. Freeman presented to the school’s library the only complete set 
of Pacific Fisherman, business paper which he founded in 1903. 


J. Glenn Stanley, editor and publisher of the Advocate, Greenville, 
Ala., was selected as Greenville’s “Man of the Year” by the Junior 
Chamber of Commerce. A presentation of a cup and gifts of silver- 
ware was made to Mr. Stanley at the annual ladies’ night banquet 
held April 14... 


Rod Maclean, assistant v.p. and advertising director, Union Bank 
& Trust Co. of Los Angeles, has been named chairman of the Christ- 
mas Seal committee of the Los Angeles County Tuberculosis Assn. 
for 1953-54... 


Four members of the Milwaukee Adclub had charge of a success- 
ful Boy Scout circus a few weeks ago: General chairman was Harry 
G. -Hoffman, of Hoffman & York, and his aides were T. C. Cheney, 
Inland Steel; Gus Trester, ad manager, Milwaukee Gas Light; and 
Harold Woehr of Laacke Awning Co.. 

Erwin H. Klaus, marketing director of Northrup, King & Co., Ber- 
keley, was reelected chairman of the California State Council of 
the American Veterans Committee for an unprecedented fourth 
term at the state convention of the AVC in Los Angeles... 
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TELLOW SECTION 


The 1953 DATA and 
[SPECIFICATIONS 
FILE for Builders 


| Distributed to 93,000 Building Men 


~ 


The only advertising medium of its kind. The only 
publication in which the editors and advertisers 
work together to produce a book of unique value to 
help builders Design, Specify, Estimate, Build and 
Buy. In the office, on the job, the 572-page Data 
and Specifications File is the builder’s bible because 
it’s uniquely tailored to his professional needs. 


That’s why it’s No. 1 with Builders and No. 
1 with Advertisers. 


Herd 
9 Deon —specrmrnee 
Pee 22 


BS f fr ee cers 


ugh tahe ata: accent adem 


, | Typical Advertiser—U. S$. Plywood Corporation 
‘ 
. 2. uses 8 pages” of Tell All copy to get the most 
— out of “the File” ; 
3 : : 4 
n 7 
. 
, ' J .--Weldwood Doors -=»+-+++* > ait quality at lw cast 10 you hones 
- . ‘ | a aie ; : 
’ : WHERE MORE ADVERTISERS PLACED MORE ‘ 
1 bee a ei ne TT . % 
ADVERTISING THAN IN ANY OTHER BUILDER MAGAZINE & 
s \ Feeling that there is no more expressive testimonial than those which 
a] begin ‘. .. we hereby authorize you to insert .. .,” Practical Builder is 
f proud to display the names of these ‘‘blue chip” 1953 Data & Specifications 
E=> i File advertisers; typical of the 348 building products manufacturers whose 
e _—— Tra messages will be studied and referred to all year long in this year’s edition 
I Ota == of the Data & Specifications File. 
e | 
- . | Aetna Steel Prod. Corp. Hotpoint Inc. 
EI Allis-Chalmers Mfg. Co. Inland Steel Prod. Inc. 

Aluminum Window Mfrs. Assoc. Johns Manville Corp. 

i A American Radiator & Standard Keystone Steel & Wire Co. 
} Sanitary Corp. Kohler Co. 

- 2 Armstrong Cork Co. Libbey-Owens-Ford Glass Co. 

Berger Div. (Republic Steel Corp.) Marquette Cement Mfg. Co. 
a a Black & Decker Mfg. Co. Monsanto Chemical Co. 
- F a Ceco Steel Prod. Corp. Masonite Corp. ates 
e Certain-teed Prod. Corp. Nash-Kelvinator Corp. ’ 

Chevrolet Motors National Gypsum Co. 

Curtis Companies Pittsburgh Corning Corp. 
Delco Div. (General Motors Corp.) R O W Sales Co. 
1 Delta Power Tools Div. Remington Arms 
il Eljer Co. Richmond Radiator Co. 
t i Flynn Mfg. Co., Michael Reynolds Metals 


Schlage Lock Co. 

Servel Inc. 

U.S. Plywood Corp. 
Universal-Rundel Corp. 
Westinghouse Elec. Corp. 


Follansbee Steel Corp. 

Ford Motor Co. 

Formica Co. 

General Electric Co. 

Georgia-Pacific Plywood & Lumber Co. 


t i Gunnison Homes, Inc. Zonolite Co. 
k Building Products Advertisers who know .. . don’t experiment ... Year in 
- if and year out, more and more of them agree there’s “no other medium like 
eee j the Data & Specifications File for results that count.” 
eae ae ae) 
a“ ’ p 
fi - = : ‘ r @ RACTICAL BUILDER a 
d pment a 


5 South Wabash Avenue Chicago 3, Illinois 


| Te Ble Book of the Light Construclion lhdlustry 


% 2 pages on their “Micorta” product, in addition te these shown here. 
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Campbell Heads Hunt PR Auto Magazines Merge 
Jean Campbell, formerly media | 


been named director of publicity Mountain Motornews, 


Angeles agency. 


tions on Channel 55. | bined publication. 


Mountain States Automotive 
director of Allen & Marshall, has|Journal has merged with Rocky a division of Grand Bag & Paper 
Denver. Co., Ossining, N. Y., has appointed 
for W. H. Hunt & Associates, Los Andrew G. Sutherland, publisher’ Gunn-Mears Advertising Agency, 
of the Journal, has accepted a civil | New York, to direct its advertising. 
service on eee F mete Trade publications, television and 
tions, publisher of Rocky Mountain |a special merchandising program 

WHYN Starts Operating 'Motornews, has appointed Charles | aia sea * 
WHYN-TYV, new u.h.f. outlet in B. Cobb, a member of its adver- 
Holyoke, Mass., has started opera- tising staff, to edit the new com- 


|Home Maid to Gunn-Mears 
Home Maid Paper Products Co., 


‘Confessions’ Boosts Price 
True Confessions, a Fawcett 


eme-Jene 


<9e weee van wee 


rush +345 


Chios 


MIRACLE W 


anh Phe OE Ot 


Using Siemeaee for Dealerships! 
THE AD-VER-TIS-ER, INC., FORT WAYNE, INDIANA 


publication, will raise its cover 
price from 10¢ to 15¢, effective 
with the July issue. Fawcett said 
pages will be added to the maga- 
zine and that the service section 
will be “substantially increased.” 


Moody Moves Offices 


William B. Moody, Chicago ad- 
vertising representative for Hard- 
ware Retailer, has moved his of- 
fices to 333 N. Michigan Ave. 


Kerr Joins McKee & Albright 


Paul H. Kerr Jr., formerly with 
Batten, Barton, Durstine & Osborn, 
has joined the copy staff of McKee 
& Albright, Philadelphia. 


Advertising Age, May 4, 1953 


25 Industrial Publications Agree to 
Census’ Standard Classification of Audit 


New York, April 28—Twenty- | 
five industrial publications in the 
metal-working field have agreed 
‘in principle to adopt the U. S. 
Census Bureau’s standard indus- 
trial classification breakdown of 
'their circulation audits. 

All of the publications are mem- 
bers of Controlled Circulation Au- 
dit. A few are also members of 
Audit Bureau of Circulations. Both 
of those organizations are being 
asked to set up machinery to in- 
\clude the standard industrial clas- 
sification breakdown in their audit 
reports. 


These facts were disclosed to AA | 


by Harold A. Wilt, business paper | 
mediez director of J. Walter Thomp- 
'son Co. and chairman of the me- | 
dia practices committee of Na- 
tional Industrial Advertisers Assn. 


es Mr. Wilt and members of his 
committee spearheaded the drive 


How Pennies 
can make your 


Newspaper Dollars 
STOP More Customers 


The effectiveness of every advertising dollar you spend 
in newspapers can be greatly enhanced by the wise in- 
vestment of a few extra pennies to assure the finest 
possible reproduction. 

In black-and-white work, the Reilly Plastictype, 
molded from our patented Duramatrix, gives astonish- 
ing sharpness and clarity to even the finest detail, yet 
the cost is only pennies more than you'd pay for the 
most inferior reproduction. 

When furnishing reproductions of your package to 
dealers who make up their own composite ads, you'll 
find that a Plastictype will give your package the best 
break in the whole ad. 

And in R.O.P. color, our Bista Pre-Madeready Mats 
are so ingeniously custom-built with skilled letterpress 
techniques that the resulting reproduction has set a 
new standard of sharpness and clarity in R.O.P. color. 


Yes, a few extra pennies can help your advertising 
dollars buy more sales. You can rely on it at Reilly. 


qe 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; 
Advance-independent Electrotype, Indianapolis; Lake Shore Electrotype, Chicago; 
Michigan Electrotype, Detroit; New Hoven Electrotype, New Haven; Reilly Plastictype, 


Los Angeles; The Wrigley Company, Atlanta, 


that led to the agreement. NIAA 
has advocated such a move for 
several years, and a number of na- 
tional advertisers have urged its 
application to business papers for 
some time, Mr. Wilt said. 

The first meeting to bring about 
the present agreement was held 
March 11 at the invitation of Mr. 
Wilt’s committee. Eleven publica- 
tions and ten advertisers attended. 
The publishers’ group set up a 
special committee for further dis- 
cussion among interested pub- 
lishers. 

At a second meeting held three 
weeks ago, attended by 31 publica- 


‘tions, 25 agreed in principle to 
‘adoption of the standard indus- 


trial classification and the remain- 
der agreed to consider it further. 


# Both ABC and CCA have been 
asked by the NIAA committee to 
cooperate. 

At ABC, it was said that the 
matter is one that does not have 
to be presented to the directors at 
this stage. Individual publisher 
members are considering the mat- 
ter, AA was told. At CCA, Adin 
Davis, managing director, said that 
CCA is in hearty accord with the 
principle of standardization of au- 
dits, but it will not impose stand- 
ardization upon any CCA member. 

“We will assist in any way that 
we can develop the mechanics for 
applying the proposed NIAA stand- 
ards,” Mr. Davis said, “but we 
will not do anything to force their 
adoption.” 


® Publications that have agreed to 
standardization include: ” 

Appliance Manufacturer; Ap- 
plied Hydraulics Precision Metal 
Molding Machinery; Metal Work- 
ing; Production Engineering & 
Management; Steel; Industrial 
Laboratories; Industrial Heating; 
Foundry; Light Metal Age; Ma- 
chine & Tool Blue Book; Mill & 
Factory; Production Equipment; 
Steel Processing; Western Metals; 
Product Design; Modern Machine 
Shop; Products Finishing; Screw 
Machine Engineering; Tooling & 
Production; Electrical Manufac- 
turing and Finish. 


2 Join Francom Advertising 


Cappy R. Ricks, formerly in the 
advertising department of the 
Post-Register, Idaho Falls, Ida., 
has been named radio and televi- 
sion writer and account executive 
with Francom Advertising Agency, 
Salt Lake City. Russel E. (Pete) 
Hackworth, formerly on the edi- 
torial staff of the Salt Lake Trib- 
une-Telegram, has been appointed 
public relations director and pro- 
duction manager. 

A 
Axelsen, Bennett Shifts Execs 


William R. Rytting, formerly an 
account executive for KALL, Salt 
| Lake City, has been named v.p. of 
|Axelsen, Bennett & Clark, Salt 
'Lake City agency. He _ succeeds 
|Cory D. Clark Jr., who becomes 
_assistant advertising manager for 
Carnation Co., Los Angeles. Lester 
|C. Bennett has been named execu- 
‘tive v.p. and general manager of 
the agency, and Thomas H. Axel- 
sen has been re-elected president. 


|Atlanta Newspaper Reps Elect 
| Walter Guy of Sawyer-Fergu- 
|son-Walker Co. has been elected 
|president of the Atlanta chapter 
‘of the American Assn. of News- 
'paper Representatives. Other of- 
'ficers elected are Tony West of 
‘Kelly-Smith Co., v.p.; Thomas 
|Hurley of Burke, Kuipers & Maho- 
/ney, secretary, and Edward Holli- 
day of Jann & Kelley, treasurer. 


Saunders Joins ‘Realities’ 

| Stuart Saunders, formerly with 
| Time, has been named New York 
advertising manager of Realities, 
|French monthly magazine which 
appears in French and English edi- 
‘tions. U.S. advertising and circu- 
| lation offices are at 432 Fourth 
Ave., New York. 
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in the top three markets with ; 


great buy! 
wae 


OF. 


And, First 3 Markets Group’s total 
“Sunday Punch” Circulation of 6,500,000 
delivers 46% average Family Coverage in 
294 key Industrial NORTH and EAST 
counties. These key counties account for 
31% of total U.S. Retail Sales, 28% of 
Drug Sales, 33% of Food Sales, 33% of 
Furniture, Furnishings & Appliance Sales 
and 40% of Apparel Sales. 


Increase your sales with this 1 great buy: 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure 
Colorgravure 


Picture Sections 
Magazine Sections 


New York 17, N.Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 
Chicago 11, IL, Tribune Tower, SUperior 7-0043 

San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 

Los Angeles 17, Calif., 1127 Wilshire Boulevard, MIchigan 0259 


wretge? ‘ > ee A ee 4 ue oe LHe = oe ‘ Pas See Rae ee an gee 
: SMS aes ee ce EN ae ree oman su es ee Se : sae ors san aan alee ap mag ne ao me be Take Aiden tp Sees: 
Perio sa ; : - , : Es he: 
ae 
i, cache 
Byes > 
Sen 
1 t : ee 
» re - a 
r eee 
5 ; Danek: 
ae 
ae 
ou can reach near “ 
‘ 7 re 
. P ” } ’ 1 wee ae 
’ Wy,” B Y ( ~ a 
: Pan SH. nea 
, “| * oe 
- 
i é > : ee en Ped. 
& a 
, OS 
ra e ® 2 Bo 
out of every raps families ™ 
4 - ‘ 
. “ 3 
a ‘ 
‘- e e £ . : 
' ‘ P. 
iy? _* : : 
4 ao ‘ ra 
i ' ) eT ‘s t. 
t ‘ ; Se Te. 
: 
" ¥ 
4,2 ; 
| this igad oe 
i * . -” ee 
: 4 » Ry : : 
\ rad 
£ eu 
: 4 v- ¢& > 
k ; ° 
‘Bie » oe 
* 44 t ; , 
} a ; : 
[: be " , 3 
me aris bh ‘ | 
: ° 4 
| i : 
| ‘Tt 7 
| i Bg a 
| Z The group with the Sunday Punch 
» vB 
7 ; P 4 4 day? 
Ni ? ve% eo ig ee F 
: g ty, ™ i iy < 
: Ci gen i id ct Mt WE Ores 0 ¢ D pang by ite 2 : 
r 4 | MARKETS GROUP. | — 
' 
| po 
; : a 
| ee | 
% 
‘ 


PA ; 
4 ¥ 


HERE’S A CHART... 
*_ TO START YOU THINKING! 


Bot lars 


FIRST WITH THE MOST 


advertising page gain for Ist quarter 1953. FIRST 


853 a 145 among Food Chain distributed magazines—the 
fastest growing magazine field. FIRST among 
all Food Store and Women’s Service Magazines. 

415.5 
42.4 0.3 
57.9 04.1 art 


yon oR FIRST WITH THE MOST 


advertising page gain for 1952 over 1951. This in- 
+24 \ cludes all major Food Chain, Food Store and 


3 
pests 262.) —9.6 \ Women’s Service Magazines. 


and chains 
cr tr FORECAST 


More and more sound advertising dollars will be 


invested in the three magazines distributed exclusively through 
Food Chain Stores — 


EVERYWOMAN’S + FAMILY CIRCLE - WOMAN'S DAY 


The Pattern Has Been Set...The Facts Justify It! 


NEW YORK 


1@ Eos? 400% Street 33 East Wacker Brive 


New York 16, #4. ¥, Chicege 1. tinels # a 
MU 9-47.47 RANDOLPH 6-0802 5 ; 
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HERE ARE FACTS... 
TO START YOU BUYING! 


1p ‘ 
Sound 


\ My yy 
NO HAT TRICK—THIS 7 |, 


9,550,000 SHOPPING WOMEN & 
IN A BUYING MOOD shopping ror Fooa, 


Drug Products, Cosmetics, Housewares, Appliances, and scores VN 
: \ 
of non-food items, MUST GO OUT TO BUY | 


EVERYWOMAN’S + FAMILY CIRCLE - WOMAN'S DAY 
THESE THREE and ONLY THESE THREE GIVE YOU 


No Waste Circulation—All Single Copy Sales 
Extremely Low Cost Per Thousand 


88% Of All Dollars Spent In Food Chain Stores Are Spent In 
The Chains Distributing These Three Magazines 


Everywoman’s—with the Number One Chain in Many Strategic 
Markets Represents 22% of the Total Food Chain Dollar Volume. 


Broad National Coverage—Every Market Area in the Country 
—Major and Minor 


The Food Chain Store is the Heart of any shopping area 


Greatest Advertising and Selling Power Of Any Group Of Mag- 
azines directed to the Women Who Must Go Out To Buy 


ONLY THESE THREE 


EVERYWOMAN’S + FAMILY CIRCLE - WOMAN’S DAY 
reach this tremendous purchasing power at the point of purchase 
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WEST COAST... W. F. COLEMAN co. WC. * ey 
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Appliance Makers Adopt Code That Patch Is Back... 
The Gas Appliance Manufactur- | 


ers Assn. has adopted a seal signi- 


| 


fring compliance, with a sett-im- New Strongheart Campaign Features 
Testimonial Ads by Astute Canines 


the highest standards of safety, 
performance and durability” in> 
industrial gas equipment. The self- | 
policing action has been adopted 
because it was found impossible 
to write a set of standards which | 


Cuicaco, April 28—That Hatha- | (“Sees Clearly,” “Knows Plenty,” all of which will be three columns. | | 


would cover all of the more than way eye patch has literally gone to etc.) and a minimum of copy. 


25,000 different uses of gas equip- 
ment in industry. 


NEWS ITEMS 


—onany subject” ff 


From newspapers and magazines 
published throughout the country. 
Write for booklet... 


PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 BA 7-5371 


the dogs. 


It showed up last week in a four- 
column ad in the Chicago Tribune 
| covering the right eye of a German /—and a price about 5% lower than are running in the Kansas City | | 
‘shepherd who “sees clearly” the competitive dog food. 
ivalue of Doyle Packing Co.’s 


Strongheart dog food. 


This Horsemeat Hathaway is the 
first in a series of midwestern 
newspaper ads prepared by Ruth- 
lrauff & Ryan, Chicago, to lead off 
a $350,000 campaign to _ boost 
Strongheart’s lagging sales here 
and keep it up among the leaders 


in other cities. 


# Artwork in the series features 


The pitch emphasizes premium 
| quality—vitamins, minerals, chlo- 


‘rophyllin and other canine goodies 


| “That patch wasn’t a steal on 


Hathaway,” asserted Tom Scott, 
R&R account executive on Strong- 
heart, commenting on the opening 
shot. 

He added that the account team 
“started fooling around with the 
dog’s face” and tried several ap- 
proaches, including a mortarboard 
to match Old Shep’s expression. 
The patch, he added, was finally 
‘selected as the best of the gim- 


head shots of dogs, and layout micks tried and the even-a-one- 


'plans call for bold, short overlines |eyed-dog-can-tell copy ties in. 


! In addition to the patchwork, the 
_agency has a bulldog with a know-_ 


‘ing wink, to appear on an outdoor || ' 
‘board. Ten other dog shots will be | P@@S VLiear y 


‘used in the campaign, which will 


‘also include a Sunday comic sec- 


tion premium offer. 


|! The schedule calls for 11 more). 


‘insertions in the Chicago Tribune, 


‘They will appear weekly on an in- 


side page where four daily comic || 


strips run. 
| The 11 three-column ads also 


|Star-Times beginning April 23). 


‘and in the St. Louis Post-Dispatch 
starting May 7 on a bi-weekly, 
then monthly, schedule. Depth will 
vary from 450 to 748 lines, depend- 
ing on size of the artwork. 


® The comic section campaign will 
be used in the Tribune monthly 
after the b&w series winds up and 


St. Louis. 
Starting May 24, the comic pitch 
will appear monthly in Des Moines, 


all summer Jong 


MILLIONS OF AMERICA 


will listen 


Only FM 


SPECIAL TO BROADCASTERS: 


Your local Zenith 


distributor 


will gladly help promote your station 
and programs through dealers 


in newspaper ads 


and displays; 


Get in touch with him today, , 


insist on FM in your schedule 
and get complete radio coverage 


AGAIN THIS SUMMER, you'll need FM on your 
schedules to be sure of complete radio 
coverage. Typical example: In many localities, 
baseball broadcasts, particularly night 
games, will be carried only on FM. 


What’s more, millions of listeners know from 
experience how FM cuts through static and 
interference to give realistic reception of 
radio programs even during summer storms. 
With the “summer static season” on its 
way, many will turn to FM programs exclusively, 


Make the most of these seasonal listening 
habits. Include FM in your summer time buying 
schedules, and be sure of reaching the whole 
radio audience more effectively. 


TH rs 
The royalty of television and RADIO’ 
ZENITH RADIO CORPORATION, Chicago 339, Illinois 


‘twice each in Kansas City and|' 


Hutchinson, Kan., Wichita, Omaha, | , 
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| 


it Only Takes 
One Eye... 


Your dag can tell at once that famous 
Seronghesrt commas everything be necds 
tur » perfectly balanced dict... even with 
one eye. Plemy of goad lean borsement 


| 
| 


for rich prutein—plus liver, minerats and 
vitamins’ And your dog get them ull im 

heart — with chictophyllin, too, 
Aad ot mnarly Se 0 cam bees than yau'd expect 
sec preeesum qmaltty e cod. 


STRONGHEART n0G F000 


Lincoln, Little Rock, Springfield, 
Mo., and Sioux City. 

One-column, 60-line special po- 
sition ads will be used in The De- 
troit News and in Grand Rapids, 
Peoria, Springfield, Ill., Moline, 
Davenport and Rock Island, Cedar 
Rapids, and Ft. Wayne. 

Tests of varying copy will be 
conducted in Ft. Smith, Ark., Jop- 
lin, Mo., Sioux Falls, S. D., and 
Salina, Kan. 

Some time in June the campaign 
will be extended to Los Angeles, 
but details have not been nailed 
down. 


# In addition to newspapers, tele- 
vision spots will be used in the 
one-station markets of St. Louis 
and Kansas City. Outdoor is sched- 
uled for 160 Chicago locations near 
supermarkets for May, June, Sep- 
tember, October and November. 
Strongheart will take a hiatus 
during July and August because 
soft drink bottlers have lined up 
the boards for the hot weather, Mr. 
Scott said. Outdoor also may be 
added in Kansas City and St. 
Louis later in the campaign. 

Purpose of the campaign, of 
course, is to sell dog food, but in 
Chicago Strongheart has other 
problems. In the past there has 
been little promotion of the product 
here and currently it trails far 
behind the leaders with only 3.7% 
of the market, according to Mr. 
Scott. 

Part of this stems from use of 
a small sales force. About six sales- 
men are pushing Strongheart 
against competitors which have as 
many as 50 men in the field. 


Bell & Gossett Boosts Henke 

Harry R. Henke has been ap- 
pointed advertising manager of 
Bell & Gossett Co., Morton Grove, 
Ill. Mr. Henke joined the hot wa- 
ter heating equipment manufac- 
turer in 1949 as a membér of the 
sales staff. 


Piller Leaves Gleason 

E. A. Piller has resigned, effec- 
tive June 1, as v.p. of Lev Gleason 
Publications, New York, to open 
his own publishers’ representa- 
tive company. Mr. Piller will rep- 
resent Gleason comics and other 
media. 


Pardoll Joins Foote, Cone 


Arthur Pardoll, formerly of 
Sullivan, Stauffer, Colwell & 


| Bayles, New York, has been named 


director of broadcasting media for 
Foote, Cone & Belding, New York. 


— 


+ eee. Buia” ™ 


| ao he he ee SE aol @ ean ee) 


m™ 1 rp 


a ee ns eee oe ee ee 


ee ae ee ee ee ee 


a a. 


we 


git - s 2 oe og ere dial ee gs eee: So i “ £ Same : ; an or eR eke apres i eee ee Rie tee SR ey oh 
eg ase ee Se or ye ne a ree ae eile aed patene ee tae Boke Sy ee ee eee a oh gues ie : 4 fo VRE SAS Sweet oe ape ator ae arts on Load ig cy ef is Oe ge oe 
sion Ser OS all aR tO 
— "™ a A 
Pe | I 
= ns | I 
— a | 
— | —“‘*i‘—sSCsSCSCSYS | 
“ey a es Vv 
Bt oe * 
pa PO eae. n 
ee > cet : 
beatae ee se tak 
ae | —“(tisi‘(CsCs‘stsSs—s*zr -4 ~~ =. . 
eos oe 
aes Sih < - ee ee re ee 
ch 4 A; eae 2 
Se = Ss > 
dhe | > 2 f 
— i he | 
pe >» «fae 
i a nmcteeciminseinnn emmcsesnemasonssnerama. can - | =—_ ee mack eee . 4 
gintee ae j 
A. I te 
ieee eN sentient : 4,9 
Ss es SRR, ie 4) 4a Ns 
3 nf ts ee DORR” ARAL ES edited Reo aaa we 
ee | 
Ss | I 
ee 
oe . | 
eae. | 
b aoe 1 
5 I 
z : ( 
ea ] 
; I 
I 
ke | , 
oxacnal ' 
ae ——s | | ( 
hey ak t 
sig 5 | 
cre <i A , | \ ( 
‘ . - >, (] } 
Nb. 7) = 
— 4 3 i” 
nf 1 
ee , —. 
ee a? Vian } 
) Y : 
| \ Lo | 
Wj . 
‘<oe Ge . | 
ra 2723 Uf, . , 
- | ; 
Paes: i’ ( 
¥ | 
ee , | 
r 
? 
: ‘ 
ees ia 
j | i 
-§ 
. 
¥ of ‘i ‘ . ae f 5a Bed & de htt Z Ste . ba dunia Wea eae _ ee, tn." : 


53 Advertising Age, May 4, 1953 

i un Philadelphia Guide Out | Engineer Names Cameron 
Pineapple S dae Inside Greater Philadelphia This| Industrial Specialties ‘i on 
j Week has been brought out by Francisco engineer and builder 
Drive Planned by |Harry Bortnick Publications, with of oe grt nets: pty fe 
5 cht \the endorsement of the Philadel- pointe an Pron Co., San 
: Four Associations 'phia Hotel Assn. The publication Francisco, to direct its advertising, 
San Francisco, April 28—This Comes out every other week and merchandising and promotion. The 


jhas a circulation of 10,000. Basic 


will be a “pineapple sundae sum- ‘rate is $130 for a b&w page. 


mer,” if three dairy groups and 
oe € Pineapple association have Russell to Ashe Advertising 
eir way. : 
Joseph Russell, formerly with 
: From May through August 4na- Tester Harrison Advertising Inc., 
tionwide dessert campaign to en- |New York, has joined the staff of 
courage consumption of pineapple | Hiram Ashe Advertising Associ- 
sundaes in the home and at foun-| ates, New York, as production 
tains and restaurants will be con- | manager. 


company specializes in the manu- 
‘facture of food machinery. 
_Gray-Schwartz Bows 

| Marv Gray, formerly Chicago 
region account man with Grant 
| Advertising, has formed his own 
‘agency, to be known as Gray- 


| Schwartz Advertising, at 228 N. La. 


‘Salle St., Chicago. 


AT LOWEST PRICE 
IN TV HISTORY ! 


plant from storyboard 
keep our costs down and the saving is 
on to you. With our 35 years of 
Know - How, we showmanship 
into your TV spots af economy rates. 
Send in your Storyboards for quotes. 


FILMACK STUDIOS 1323 SOUTH WABASH AVE.-CHICAGO 


ducted. The cooperating associa- 
tions are the Pineapple Growers 
Assn., the Ice Cream Manufactur- 
ers Assn., the American Dairy 
Assn. and the National Dairy 
Council. 

A series of full-color ads will 
appear in national magazines and 
Sunday newspaper supplements, 
starting with an ad in the May 18 
Life. 


s The remainder of the schedule | 

includes ads in the June issues of 
Better Homes & Gardens, Good 
Housekeeping, McCall’s, Modern | 
Romances, Parents’ Magazine and 
| Today’s Woman, and the July is- 


sues of Farm Journal, Ladies’ 
Home Journal, True Story and| 
Woman’s Home Companion. Ads | 
will also run in This Week Maga- | 
zine and the New York Sunday | 
News rotogravure section. 


D; Advertisements in grocery trade. 
publications will tell grocers how | 
4 to run up extra sales on both 


canned pineapple (“nature’s most | 
refreshing flavor’) and ice cream | 
during the promotional period. In| 
addition, the May issue of the Ice | 


“ Cream Merchandising Institute’s | 
“Packaged Ice Cream Salesbuild- | 
er’ will feature the pineapple sun- | 

- dae drive. | 
" J. Walter Thompson Co. is the | 
d agency. | 
n Penn Metal Names Gassaway | 
S, Penn Metal Co., New York) 
~d building material manufacturer, | 
has appointed Mark Gassaway & | 

Co. to handle its advertising. | 

= Present plans call for continued | 
business paper advertising. Wilson, 

1€ Haight & Welch, New York, was. 
‘wl formerly on the account. 
ar Soap Co. Names Breese Inc. | 
4 Packers Tar Soap Co., Mystic, | 
r. Conn., soap and shampoo manufac- | 
AS turer, has appointed Murray Breese 
se ‘ Associates, Irvington, N. Y., to | 
ip handle advertising on Packers Tar 
ir. soap. Tracy, Kent & Co., New York, 
e \ continues to handle advertising on | 
st. the company’s Charm soap. | 
of Prepackaging Show Set | 
in The third annual exposition of | 
er the Produce Prepackaging Assn. | 
- will be held at the Chase Hotel, | 
t St. Louis, starting Oct. 4. Exhibit | 

a reservations are now being ac-| 
ar cepted at association headquarters | 
. in Stamford, Conn. 
Fr. | 
Salter Named Ad Manager 

of Willard C. Salter, formerly of. 
S- the promotion staff, has been ap- | 
rt j pointed advertising manager of the | 
as Cleveland and Pittsburgh areas for | 
Nation’s Business. Mr. Salter was | 

at one time with Cunningham & | 

Walsh. 

- iY 

of Babbitt Names Satterthwaite | 


Frank Satterthwaite, formerly 
manager of market research for | 
C- McCann-Erickson, New York, has 


Ra 
i= 
— 


he f joined B. T. Babbitt Inc., New 
iy York, as marketing research man- 
ager. 
c- Gray Mfg. Co. Names Cabot 
on Perry Cabot, director of adver- 
en tising for Gray Mfg. Co., New 
a= York, has also been placed in 
p- charge of the company’s public. 
er relations and sales promotion de- 
partments. 
Sattell Names Jim Smith 
of Murray Sattell Co., Hartford 
& electrical appliance maker, has ap-— 
ed pointed Jim Smith Advertising, 
or West Hartford, to handle adver- 


tising. 


Bedeviled by 
high costs? 


One place you may be able to save far more than 
you realize is in printing costs. 

For instance, if your company uses folders, booklets, 
and similar sales materials, a big share of every printing 
bill is probably for fine enamel paper. But what brand? 
That’s the key question, because today enamel 
papers of identical quality are not all the same price. 

Consolidated Enamel Papers average 15 to 25% 
below the cost of old style, premium-priced enamels. 

The sole reason is the modern, one-step enamel paper- 
making method Consolidated pioneered. It eliminates 
several costly operations still necessary to other makers. 
The resulting savings are yours for the asking. 


free esca pe ! To prove that Consolidated Enamels cut only 
costs, not quality, we'll be glad to send you a generous supply 
without obligation. All we ask ts that your printer run them 
under identical conditions with the paper you're now using. 
If the results aren’t equal or superior in every way, you 
haven't lost a thing. So why not drop us a note on your 
letterhead today? And let the cost devil take the hindmost. 


ENAMEL 
PAPERS 


PRODUCTION GLOSS « MODERN GLOSS * FLASH GLOSS + PRODUCTOLITH + CONSOLITH 
CONSOLIDATED WATER POWER & PAPER CO. * Sales Offices: 135 S. La Salle St., Chicago 3, til. 
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Drug Wholesaler Lines Up Support 
for Counter-Attack Against Grocers 


Cuicaco, April 28—The counter-|the wholesaler’s 
offensive of a wholesale druggist began, about half of the 2,000 drug- | 
against food stores which have been gist-customers of the firm have) 
moving in on drug store business signed up for participation. Cost 
appears to be gaining support, with to the store owner is $2 a week, | 
about 1,000 midwestern retailers which is plowed back into the pro- | 
backing it. | motion. 

The plan, which was evolved by 
Humiston-Keeling & Co., is de- & For his money the druggist re- 
signed to build traffic in independ- ceives Calendar Club cards, but- | 


| 
j 
} 
] 


ent drug stores. Dubbed the Cal- 
endar Club, the promotion offers 
a variety of premiums at bargain 
rates to people who visit the stores 
on a regular schedule. 


It differs from the conventional 


premium device—a favorite of the 
food chains themselves—in that 
customers need not make pur- 
chases to take part in the plan. 
A housewife can get a Calendar 
Club card from a participating 
druggist and have it punched every 
time she steps into the store. 


@ When she accumulates 18 pun- 
ches in a calendar month, she is 
eligible to purchase such items as 
a $69.95 silverware set for $19.90 
or a $54.95 bicycle for $37.50. She 
also can enter a monthly essay con- 
test on the advantages of drug 
store shopping, with a 21” televi- 
sion set as first prize. 

The required number of visits 
was set at 18 after a survey dis- 


tons, streamers and other point of 
sale material, plus newspaper mats 
and a one-minute 35mm film com- 
‘mercial for use in motion picture 
ads. 

_ The campaign is being sparked 
|in the Illinois, Indiana, Michigan 
;and Iowa territory of Humiston- 
Keeling through TV, radio and 
/newspaper ads. Insertions are 
| scheduled in 47 newspapers in the 
area, but television will be dropped 
|in May to concentrate on publi- 
cations and radio. Agency for the 
‘campaign is Goodkind, Joice & 
| Morgan. 


a “Building traffic is only half 
‘of the program,” Robert Sang, 
| asst. v.p. of Humiston-Keeling, told 
AA. “The other half is display— 
give the customer a chance to buy 
from a self-service counter.’ 
The counters are used especially 
| to push the 150 to 200 drug store 
items which are moving fast in 


closed that the average housewife supermarkets, Mr. Sang said. The 
visits a supermarket or grocery drug jobber supplies two floor 
18 times a month. Humiston-Keel- stands and a counter stand, which 


ing figured that if it could lure 
her into a drug store that often, 
the druggist stands a good chance 
of regaining some of the approxi- 
mately $400,000,000 nationwide 
total spent for drug and toiletries 
items in food stores last year. ~ 

Since the first of April, when 


druggists may purchase if they 
‘don’t want to buy more elaborate 
equipment before they see how the 
|promotion works out. 

Future plans call for bringing 
‘youngsters into the campaign in 
| May, when a Junior Calendar Club 
membership will be offered. Chil- 


PATHS BY 
Fi MeiGAh SSTSTS 


ig ial 


YES, WE HAVE NO PICASSOS—Art is competing with hams and other grocery 
products for the shopper's attention in Detroit's Big Bear Markets. So far, no critic 


has bought an over-ripe tomato to 


hurl at a picture he doesn’t like. 


dren whose mothers are signed 
up with the club will be issued 
junior member badges and be- 
come eligible to compete in month-. 
ly essay contests with encyclope- 
dias as prizes. 


Merchandising Executives 
Elect Radcliff President 


Alan Radcliff, head of Alan 
Radcliff Co., marketing consult- 


ant, has been elected president of 
| the Merchandising Executives Club 


of New York for the 1953-1954 


Galanoy Joins Taplinger Co. 


I. T. Galanoy has joined the New 
York staff of Robert S. Taplinger | 
Co. as account executive for public | 
relations on Rootes Motors, Brit- 
ish car manufacturer. Mr. Galanoy 
was formerly associated with the 
International Motor Sports Show. 


Six Agencies Join League 


The League of Advertising 
Agencies has elected the following 
New York agencies to member-| 
ship: Artwill Co., Hiram Ashe Ad-_ 
vertising, Beacon Advertising, Jack 
Goehring Co., Modern Merchandis- | 
ing Bureau, and Posner-Zabin. | 


term. 


Other officers elected are Ed- 
ward H. Calhoun, American Home 
Foods, v.p.; Donald W. White, Don 
White [Inc., treasurer; Dawson 


| Newton, Ruthrauff & Ryan, re- 


cording secretary, and James G. 


| Street, General Foods, correspond- 
|ing secretary. 


Hinckley to Durham Chemical 


Hal J. Hinckley, formerly sales 
manager for the garden and home 
division of California Spray Chem- 
ical Co. (Ortho Products), Los An- 
geles, has joined Durham Chemi- 
cal Co., Los Angeles, as sales man- 
ager. 
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Art and Vegetables 
Vie for Shopper's 
Money in Detroit 


Detroit, April 28—The Big Bear 
Markets—a chain of three large 
grocery stores in this area—is of- 
fering fine works of art for sale 
along with its ripe tomatoes, 
onions and other produce. 


The brothers Max and Sol Shaye, 
operators of the chain, had the 
idea that a grocery store would 
make a fine art gallery—what with 
250,000 shoppers passing through 
their stores a week—and secured 
the cooperation of the Detroit Art 
Institute as well as the Scarab 
Club, the Michigan Watercolor So- 
ciety, the Detroit Society of Wom- 
en Painters and Sculptors and the 
Grosse Pointe Painters Assn. 

The displays of paintings over 
the meat and grocery bins are ar- 
ranged by the regular grocery dis- 
play men under the supervision of 
the artists. It was believed the dis- 
play men could better arrange the 
paintings for sales appeal. 


s The first exhibit began April 
10, with some 90 pieces of paint- 
ings and watercolors on display. 
Instead of name, address and other 
pertinent information, the paint- 
ings have regular grocery price 
cards. Prices ranged from $25.95 to 
$299.95. 

William Woolfenden, manager of 
the Art Institute, enthusiastically 
commented: “This is a great op- 
portunity for every artist in Mich- 
igan, and it will certainly help 
awaken the community’s interest 
in paintings.” 

Announcements of the showing 
and changes in paintings are made 
in regular Big Bear grocery ads 
as well as in the store’s radio and 
television promotion. 


But this is nothing compared with the swaying 


power of the mighty WLW Stations. The WLW 
Stations’ reputation for swaying people and smash- 


ing sales records 


And here’s why! 


is tops in both AM and TV.” 


Because the WLW Stations have the talent. 


Because the WLW Stations have radio and tele- 
vision’s only Client Service department. 


Because the WLW Stations cover a market area 
bigger and richer than the N. Y. market. 


Which all goes to show you that the WLW oper- 
ation is no small “‘lean-to”—but rather a giant 
advertising force that makes sales sway its ad- 


vertisers’ way! 


Yes, when it comes to swaying, Crosley knows 
which way the sales wind blows! 
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Bourjois Campaign 
Will Build Toward 
Christmas Holidays 


New York, April 28—Bourjois 
Inc. has started a new campaign 
for its Evening in Paris toiletries, 
featuring pictures taken in such 
Parisian spots as Montparnasse, 
Etoile, Trocadero and Montmartre. 

The ads, half to full pages in 
b&w with blue ink for the Eve- 
ning in Paris name and bottle, are 
scheduled to run the remainder of 
the year in Good Housekeeping, 
Look, Photoplay, Redbook, Seven- 
teen and True Story. 

Richard Lockman, ‘advertising 
and publicity director, said the 
drive is intended to build up to the 
Christmas season—high point of 
the year for fragrance sales— 
when Life, a number of Sunday 
supplements, and radio and TV 
spots will be added to the sched- 
ule. 

Mr. Lockman said Bourjois has 
mailed copies of a “Memo from 
Paris” to some 2,000 accounts. The 
mailing, bearing French stamps 
and a Paris postmark, carries a 
resume of the ad schedule and a 
marked map of Paris to indicate 
places where the ad pictures were 
made. 

Foote, Cone & Belding has the 
account. 


Fisher Joins Arvey Corp. 


Blair Fisher, formerly Detroit 
sales promotion and merchandising 
consultant, has joined the special 
products division of Arvey Corp., 
Chicago maker of cellulose lamina- 
tion and cardboard advertising 
displays. 


Sales Affiliates to Getschal 


Sales Affiliates Inc., New York, 
distributor of hair and cosmetic 
products, has appointed Getschal 
Co., New York, to handle its adver- 
tising. The company formerly ad- 
vertised direct. 


Raymer Appoints Ragan 

Arch B. Ragan, previously radio- 
TV director for Burke, Dowling & 
Adams, Atlanta, has been named 
manager of the Atlanta office of 
Paul H. Raymer Co., radio-TV 
station representative. 


| 
Hess Bros. Appoints Bartlett | 
Bertram Bartlett, formerly pub- 
lic relations director for the Bridge- | 
port Chamber of Commerce, has 
been named assistant public rela- 
tions director for Hess Bros. De- 
partment Store, Allentown, Pa. 


Allen Joins Zonite Products 

Bruce B. Allen, formerly an 
account executive with Kenyon & 
Eckhardt, has been appointed 
advertising and sales promotion 
manager for Zonite Products Corp., 
New York. 


Gregory Appoints Phillips 

Byron S. Phillips, formerly in 
the advertising department of The. 
White House, San Francisco, has 
joined the production department 
of Willard G. Gregory & Co., Los 
Angeles agency. 


GE Boosts Latham to S. M. 
Edwin F. Latham, with the com- 
pany since 1934, has been pro- 
moted to sales manager for Elmira 
Foundries products by General 
Electric Co., Elmira, N. Y. 


Memmel to Costigan & Seitz 
Robert O. Memmel, formerly | 
with Cramer-Krasselt, Milwaukee 
agency, has been appointed pro- 
duction manager with Costigan & 
Seitz, Milwaukee. 


Names Meldrum & Fewsmith 

Cleveland Pneumatic Tool Co. 
has appointed Meldrum & Few- 
smith, Cleveland, to handle adver- 
tising, market research and sales 
promotion. 


Kurzman Joins Champ Hats 

Albert W. Kurzman, formerly 
president of Washington Shirt Co., 
Chicago, has been appointed sales | 
manager for Champ Hats Inc., 
Philadelphia. 


Reinhold Promotes O'Keefe 


Philip O’Keefe Jr., associate edi- 


tor of Materials & Methods, pub-| 


lished by Reinhold Publishing 
Corp., New York, has been pro- 
moted to district manager on the 
magazine’s advertising sales staff 
in Chicago. 


WSSC, Sumter, S. C., Bows 

WSSC, a new radio station for 
Sumter, S.C., has started operat- 
ing on a frequency of 1240 kilo- 
cycles with a power of 100 watts 
as an American Broadcasting Co. 
affiliate. 


Foil Kratt Names Len Woolf 
Foil Kraft Inc., Los Angeles 
manufacturer of aluminum foil pie 
plates and food trays, has ap- 
pointed Len Woolf Co., Los An- 
geles, to handle sales promotion 
‘and trade advertising. Clark Col- 
lard Advertising, Los Angeles, 


Dugas Joins Pepsi-Cola 

Benjamin U. Dugas, formerly 
with the Dale Carnegie organiza- 
tion and Louisiana Coca-Cola Bot- 
tling Co., New Orleans, has joined 
Pepsi-Cola Co., New York, as di- 
rector of sales training in the sales 
promotion department. 


continues to handle Foil Kraft. 


general advertising. 


Canadian Admen Set Meet 

The Federation of Canadian Ad- 
vertising & Sales Clubs will hold its 
annual convention in Hamilton, 
‘Ont., June 12-14. 


Nash Motors Boosts Ramsey | 
| W.B. Ramsey, district sales pro-— 
motion manager for the Nash Mo- 
tors division of Nash-Kelvinator | 
Corp., Detroit, has been promoted 
to assistant sales promotion mana- 
| ger. 


DERUS ASSOCIATES 


The Leader in Rapid Production 
_and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


right... 


from the 
beginning? 


paper is the base of the job 


Well begun, half done...fine art, good copy 
the best of engraving... 

they all need the right paper 

to complete a satisfactory printing job. 


HUDSON GLOSS 


Here’s today’s big valve in process coated paper! 
Smooth surfaced, uniform Hudsen Giocs pertorms equally 
well on stther flathed or retary letterpress... aiways 


delivers clean, sharp halftones. Perfect for 


catalogs, house organs, broadsides, bcoklets, folders, 
timetables, advertising TMeraturs. 


PAPERS FOR PRINTING AND CONVERTING 


Weverndtionat yp, YEP cvursn 


220 East 


42nd Street, New York 


17, WN. Y. 
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FROM THE EDITOR: q 


To the young in spirit, anniversaries are important events. 
That’s why we'd like you to join with us in blowing out the 


candle on our first birthday cake. 


Supermarket News is only 52 weekly issues old , and young 
in spirit as the supermarket industry itself, In fact, we like 
to think that this first year has been a happy honeymoon of 
two well-married forces . . . the supermarket field, with its 


alertness, flexibility and methods that set the pace for the 


entire retail world ... and SUPERMARKET News, with the jour- 


> ee ement 


nalistic equipment and spirit to match that of the industry it 


serves. \ 
In Vol. 1, No. 1, on this day last year, SUPERMARKET News said: 


“We feel a well-informed industry is a better industry. We 


devote SUPERMARKET News to that purpose.” 


That sums up our object in publishing the industry's weekly 
newspaper. We have tried each week to collect, analyze and 


accurately report the news of vital importance to you from R 


i ij every point in the nation where news is made. The com- 


a 


ments that you—our readers—have made over the past year 


; have encouraged us to believe that we are achieving our goal. 


We have big plans for the coming year for new features and 
‘ ; . . ' 

for increasingly intensive coverage of the field, to make each 
: 
issue of SuPeRMARKET News still more valuable to you. Your } 


comments and suggestions are always welcome. 


Julian H. Handler 


Supermarket News THE INDUSTRY’S ONLY | jj 
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ur first birthday: 


FROM THE PUBLISHERS: It.was be just a year ago on Monday , April 21, 1952, that 
SUPERMARKET News went to press for the first time . . . a new kind of publication in the food 


industry . . . a weekly newspaper. 


That issue was sent to 2,638 people in the food field who had ordered and paid for their 
subscriptions sight unseen . . . on the basis of an announcement of the SUPERMARKET 


News publishing policy and plan. 


Those 2,638 charter subscribers started a trend that has grown into something like a 
miracle in the business publishing field. As a reader, you will be interested in what hap- 
pened in the short space of a year. To give you the story briefly and factually, here are 
the statements of the Editor, the Circulation Manager and the Advertising Manager. Their 


divisions represent the three prongs of every publishing venture. 


Louis W. Fairchild, Edgar W. Fairchild, Edmund Fairchild 


FROM THE CIRCULATION MANAGER: 


During our first year we distributed about a million copies 
of this new weekly newspaper to the food industry. Happily, 
we had a few thousand paid subscribers from the very first 
issue, but to introduce our new “product” we borrowed a 
sound merchandising technique from the food promoters and 
sampled the paper liberally. 


Alert executives in supermarkets and related fields quickly 
recognized the value of this fast news-and-idea service. Week by 
week throughout the year, subscription orders mounted. They 
came from every state in the union, from Canada and from 
many foreign countries. The giant supermarket operators, big 
grocery chains, sturdy independents, wholesalers, brokers, co- 


ops, processors and packers—all were represented, 


After the early “trial” subscriptions, multiple orders started 
coming in, as SUPERMARKET News began to make its mark in 
the industry. The big operators began subscribing for top 
executives and key personnel. Distributors and sales organiza- 
tions began to enter subscriptions for whole sales forces, Just 
recently, we found every one of the top 33 retail food firms on 


the subscription list, plus many, many more. 


As this fifty-second issue of SUPERMARKET NEWS went to press, 
we had close to 20,000 paid subscribers. This alone means a 
more-than-a-million-copy coverage of the food industry in the 
year to come. This is an outstanding publishing accomplish- 
ment. We are deeply grateful to all our subscribers for their 


overwhelming vote of confidence. 


Henry Zwirner 


FROM THE ADVERTISING MANAGER: 


The acceptance of Supermarket News by advertisers during 
its first year of publication has been most gratifying. 136 adver- 
tisers have used hundreds of thousands of lines to more effee- 
tively get their messages through to the supermarket operators. 
The leaders of every segment of the industry have been among 
our advertisers. 


It has been especialiy encouraging because most of these adver- 
tisers have placed repeat business with Supermarket News. 
Many of them are on long-term, large-space, high-frequency 
contracts. We can also boast of the all time record sale in the 
food business publication field—Life’s 1953 contract for 106 
pages... part of their long term effort in linking retailers 
more closely with Life's advertising pages. 

Our advertisers appreciate the timeliness of this weekly 
newspaper—not only in editorial format, but also in adver- 
tising facilities. Our newspaper deadline for ads (only 36 
hours before press-time) has enabled many of them to run 
up-to-the-minute trade messages that could have been printed 
nowhere else. 


Our advertisers realize that their ads are always a part of 
important news in SUPERMARKET News, They know the impact 
that a dynamic weekly newspaper can create for their prod- 
ucts. They are aware of the importance of weekly frequency. 
They understand that Supermarket News competes with no 
other publication for the operators’ business reading: as a 


weekly newspaper it is unique in the field, 


In 1953. and in the years ahead, we are confident that many, 
many more advertisers will use SuperMARKET News as their 


preferred medium for selling the food industry, 


Robert S. Stainton 


WEEKLY NEWSPAPER « A Fairchild Publication + 7 East 12 Street, New York 3, N. Y. 
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Ad, Sales Groups _ 
Must Work Together, 
Malan Tells Meeting | 


San Francisco, April 28—When 
the advertising program pulls one 
way and the sales department pulls 
another, neither is providing a very | 
effective service; advertising per- 
sonnel must remember they are 
just “advance salesmen.” 

These opinions were voiced last | 
week at a joint dinner meeting) 
here of the local chapter of the! 
American Assn. of Advertising 
Agencies and the Sales Executives | 
Assn. of San Francisco. Clarence | 
Malan, sales manager of the north-| 
ern division of Golden State Co., | 
talking on “The Salesman Looks | 
at Advertising.” shot some well | 
sharpened barbs at about 60 ad- 
men who had gathered to hear his 
views on their profession. 


® Advertising is too frequently | 
directed at a particular group and | 
not at all the people, Mr. Malan 
said. It does not have the “human | 
touch” which salesmanship has.) 
Advertising should be pointed to| 


Cie aa 


QUINAC TIME—A big push to introduce Quinac to new users has been started by 

Canada Dry Ginger Ale, New York, which hopes to double last year’s record sales 

of the mix. It is now being made available in three sizes with a new label and will 

be advertised in 15 magazines, newspapers and Sunday supplements. Ads prepared 
by J. M. Mathes Inc. will suggest the mix with rum or vodka. 


the Advertising Agency and the 
Sales Department,” Mr. Guild told 
his colleagues that they don’t know 
how to communicate with salesmen 
when they use such terms as “mil- 
lions of insertions,” “mass impact” 
and others. 


Sullivan Joins Hart-Conway 
. John M. Sullivan, formerly in 


Democrat & Chronicle and the 
Times-Union, Rochester, has 
joined Hart-Conway, Rochester, 
as an account executive. 


the advertising departments of the | 


Importer Names Ullman ~ 
"Woodward & Dickerson Inc., 


‘Philadelphia importer and export- 


er of feed and fertilizer materials, 
has appointed Roland G. E. Ullman 
_Organization, Philadelphia, to 


handle its advertising. Domestic’ 


and foreign media will be used. 


_A. F. Marthens Changes Name 


| A. F. Marthens & Associates, 
Chicago agency, has changed its 
|name to Marthens, Galloway & 
| Simms to include two more princi- 
|pals. They are James Galloway, 
v.p. and art director, and Irwin 
Simms, account executive. 


Glasco Joins Tom O’Ryan 
Forrest L. Glasco, formerly with 
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|General Mills Drops Show 

General Mills, Minneapolis, is 
bowing out as sponsor of “The 
'Silver Eagle,’ which airs over 
ABC’s radio network Tuesdays 
and Thursdays at 7:30 p.m., EST. 
GM has had the show for two 
years. No sponsor has as yet 
picked up the show. 


Law Joins Enterprise Paint 
Richard K. Law, formerly ad- 
lvertising director for Tru-Ade, 
|Elgin, Ill., has been appointed ad- 
'vertising director for Enterprise 
Paint Mfg. Co., Chicago. He suc- 
|ceeds Ted Koelikamp, who has 
‘resigned. 


Houghton Names Mellor 
Houghton Laboratories Inc., 


Atlanta Newspapers Inc., has been | Olean, N. Y., maker of Hysol plas- 


‘named an account executive of |tic products, has appointed Mellor 
Tom O’Ryan Advertising Co., At- advertising Agency, Elmira, N. Y., 


| lanta. 


Andersen Joins Ted Bates 


Howard Andersen, formerly with 


to handle its advertising. 


Regent Mfg. to Heintz & Co. 
Regent Mfg. Co., manufacturer 


Batten, Barton, Durstine & Osborn, of aircraft hydraulic jacks, has ap- 
has joined Ted Bates & Co., New pointed Heintz & Co., Los Angeles, 
York, as account executive on the to direct its advertising and sales 


Fleischmann Distilling account. 


| promotion. 


s Salesmen do not understand this 
language, he said, and so it is in- 


all the people on a consistent day-|cumbent upon advertising men to 
in, day-out basis, not just hit-or- | “get on the firing line” themselves 
miss, he said. to understand the product and how 

Mr. Malan advised advertisers to sell, if they are to get anything 


to tell potential customers about 
the products they are promoting— 
to explain to them what the prod- 
ucts are and what they can do for 
the purchaser. Much advertising, | 
such as singing commercials, does | 
not accomplish this, and its ef- 
fectiveness as a sales tool is dis-| 
sipated. Advertisers must remem- 
ber that they are merely salesmen 
in print, he added. 


® And above all, advertising agen- | 
cies must include salesmen in their 

programs; must inform them about | 
the objectives of their advertising 
plans, and what is being done, so 

that the two can work together. | 
Mr. Malan proposed a five-point 
program for advertising copy: 

(1) creating contact with cus- 
tomers; (2) creating interest; (3) | 
creating desire for possession; (4) 

creating desire to possess (or the 
actual desire to buy), and (5) | 
closing the sale through informing | 
where and how to buy. 


An advertising executive who| Copywriter at McCann-Erickson, 


agreed on the importance of de- 
veloping better liaison with sales 
departments was Walter Guild of 
Guild, Bascom & Bonfigli. Using 
the title “Coordination between 


across to the salesman. Advertis- 
ing is only one part of the sales 
program, and must be coordinated 
with sales meetings and prepara- 
tion of sales materials. The two 
must get together to do a better 
job, Mr. Guild said, and the agency 
must explain to the salesmen what 
the purpose of the advertising pro- 
gram is. He said that about 20% 
of the time of his agency is spent 
on such “non-commissionable” 
sales activities—but it’s helping 
the agency make more money. 


Squibb Promotes Baldock 


Howard W. Baldock, Cleveland 
district sales manager for E. R. 
Squibb & Sons, New York, has 
been appointed advertising man- 
ager for the Squibb division of 
Mathieson Chemical Corp., Balti- 
more. Squibb has been a Mathi- 
eson subsidiary since Oct. 1, 1952. 


Two Join Cowan & Dengler 
Jim Chichester, formerly senior 


|has joined the creative staff of 
| Cowan & Dengler, New York. Tom 
/Olenchak has joined the agency 
'as an art director. He previously 
|was an art director with Paris & 
| Peart. 


_— 
— Ti ister-Re 


que TOP IN TT 
° 


or ‘e 127,379 
a A 


441,222 


To us SA means sales appeal, and sales appeal 
is exactly what your product will have in the 
Rockford, Ilinois market if you advertise in 
the Rockford Morning Star and Rockford Reg- 


ified industries, 74% home ownership against 
a 51% national average. It is one of the three 
largest machine tool centers. Write for the 
Jatest consumer survey of your product. 
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OFFICIAL 
CENSUS 


105,438 


City Population 


ublic. Rockford has over 441 divers- 
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BEST TEST CITY IN 
THE MID-WEST 


ROCKFORD MORNING STAR 
Rockford Register-Republic 
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Two Appoint Ecoff & James | 
George D. Wetherill & Co., Phil- | 
adelphia manufacturer of paints 
4 and white lead; has appointed Ecoff 
| & James, Philadelphia, to handle 
} 
} 
i 
| 


Dell Finds Brides 
Haven't Many Food 


Brand Preferences 


New York, April 28—As far as 
/ brides are concerned, food adver- 


its advertising. Previously, the 
company was a direct advertiser. | 
The agency has been named also 
by Westmoreland Savings & Loan 
Assn., Philadelphia. 


|good if they ran more “try our 


brand” linage. 
“a — bss “ 2s ' | At least that’s what Dell Pub- 
Russe A anney, formerly af ee ne —s SS o ee lishing Co. advises, on the basis of 
with Campbell-Ewald Co., Detroit, } a thet tell) a pilot study by its Modern Ro- 
a. Livingstone-Porter- | mances 
icks, Detroi f - , : 
tive canesity. Se ee | The study, which brought replies 


from 135 out of 1,000 gals who 

Arbuckle Joins WERE /have been married anywhere from 
Richard C. Arbuckle. f. six to 12 months, indicates that 
an account pe * ors | ‘the average nationally promoted 
Philadelphia, has been appointed _brand of food has been tried by 


sales manager of WERE, Cleve- | DISPLAY THAT SCORES—So that package store and bar patrons can keep up on Only 10% of the ladies. This is des- 


— ee On ge ae 


land. the day’s baseball scores, Hiram Walker Inc. is offering retailers this Imperial coun. Pite the fact that brides favor 
q ter display to chalk up the runs. The scoreboard is also equipped with scoring cards nationally advertised brands over 
To Partridge & Anderson for basketball and football for use all year. /others by a ratio of six-to-one. 
John J. McDonough, formerly | Dell reports that more than 30% 
} 
; 


with Western Newspaper Union,! Wake Ups Bow in Canada that the tablet is not a tonic or of brides have yet to form an ini- 
has joined the sales department of| Adrem Ltd., Toronto, is intro- | food but a product which stimu- tal brand preference. 

Partridge & Anderson Co., Chicago ducing Wake Ups in Canada via lates. Armand S. Weill Co., Toron-. A summary of the study shows 
electrotyper. daily newspapers. Copy emphasizes ' to, is the agency. that 30% of the brides have never 
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than any other 
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EIRST scone nen in the Oregon Market 


Classified Advertising 
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Portland City Zone 
| City & Retail 
ony | FIRST ” Trading Zones More support for your product... 
\\\ | Total Oregon Market by more advertisers... 


283,744 Sunday to more readers in... 


225,421 Daily 


the Oregonian 


PORTLAND, OREGON 


Largest Circulation 
in The Pacific Northwest 


Represented Nationally by MOLONEY, REGAN & SCHMITT, tac. 
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tried a brand of margarine; 23% 
haven’t tried a brand of dessert 
mix; 20% haven’t sampled a 
canned tuna brand; 19% haven't 
tried a cake mix, and 31% have 


| still to try a frozen orange juice. 


tisers would do themselves some | 


As for brands tried by the 
brides, Jell-O scored the highest 
(this competition involved 16 cate- 
gories of food products). Jell-O 
was tested by 65% of the brides, 
and 32% said it was their favorite. 
Tide was tried by 50%, favored by 
28%; Parkay was tried by 27%, 
favored by 14%; Heinz ketchup, 
53% tried, 35% favored; Del Mon- 
te peas, 23% tried, 14% favored; 
Snow Crop orange juice, 34% tried, 
15% favored, and Kraft cheeses, 
60% tried, 35% favored. 


a Dell found the recent brides 
spending an average of $17.22 a 
week on food. Where family in- 
come was under $60 a week, the 
food tab was $15.61; where income 
was between $60 and $100, the 
food bill averaged $18.83. When 
income was above $100, the food 
bill dipped to $16.42. 

The study also showed that the 
average bride spends 38¢ of each 
food dollar in national chains, 31¢ 
in local chains, and 31¢ in inde- 
pendents. Most (63%) divide their 
shopping between chains and in- 
dependents, 24% shop chains only, 
and 13% go to independents only. 


Canadian Dailies Elect 


W. A. MacDonald, publisher of 
the Journal, Edmonton, Ont., has 
been elected president of the Cana- 
dian Daily Newspapers. Assn. 
Other officers elected are John E. 
Motz, president and publisher of 
the Record, Kitchener, Ont., Ist 
v.p.; Emile Castonguay, general 
manager, L’Action Catholique, 
Quebec, 2nd v.p., and W. J. J. But- 
ler, Toronto Globe & Mail, re- 
elected treasurer. 


Anderson & Anderson Bows — 


James E. Anderson and George 
B. Anderson, for the past nine 
years with W. Biggie Levin in the 
radio and television production 
business in Chicago, have opened 
their own television and radio pro- 
duction company at 53 W. Jackson 
Blvd. The company will be known 
as Anderson & Anderson. 


]WT Gets Mosler Export 


Mosler Safe Co., New York, has 
appointed J. Walter Thompson Co., 
New York, to handle its export ad- 
vertising, effective May 1. The ap- 
pointment includes Walter Thomp- 
son de Mexico as agency in that 
market. 


IN AKRON 


FOUR ROSES's 


consistent ads in 
The Beacon 
Journal are 
reaching .. . 


OF THE HOMES 


There’s no other 
medium or 
combination of 
media that offers 
so much for 


so little. 


CYHewn 


BEACON JOURNAL 
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: promotion material, selling serv- ° P - 
$50,000 Budget ice contracts and uses of newspa-| National Ad Expenditures in Newspapers: 1952 
Backs Oil-Heat Ot | Arranged by Product Classification, from Media Records Figures 
Shivell-Hall Co., New York, is. g 
- s 2 ’ ™ AGRICULTURE $ 9,888,000 Book Publish 9,360,000 
the agency for the institute. l ae ee Es 8 ORES. 14 8S 0 7000; u 2 ,360, 
Institute Drive gency ALCOHOLIC BEVERAGES Total 51,525,000 Magazines .......... ......... 6,881,000 
New YOrK, April 28—The first TEE era te Reaper ee 16,919,000 Newspapers Coeoeeeeeesesreseeeses 1,612,000 
coordinated advertising and pro- | 5¢ix Promotes India Travel yl 2,049,000 PUBLIC UTILITIES ............ 11,256,000 
motion campaign for the oil-heat Pg gpl Pr oe rine | Algvanmin Fete eee eeee seen eceeeee 52,557,000 RADIO & TELEVISION Total 18,782,000 
industry has been started on a Seiy Co. New ¥ me t © darect | Caiemamrenern acheter ela SRE cit Lyon pyogenes Radio & Television Sets ......... 10,770,000 
$50,000 budget by the distribution | tourist promotion in the U. S. and EDUCATION rf ae regatarule tint, 1.423.000 EE Birwsbeeesadsescccsccsve 7,335,000 
division of the Oil-Heat Institute |in Canada. Initially, promotion will| GROCERIES Total 120'828'000 | __Mise- Radio & Television ...... 677,000 
of America. : direct inquiries to travel agents Baking Products 14,545,000 SPORTING GOODS .............. 2,467,000 
The initial budget is the first| and the India Government Tourist Be Foducts .........--+++-- 949, TOBACCO Total 16,918,000 
step in an expanding campaign to| Office, New York, using Holiday, verages Total 18,734,000 Re te pymenpend 
maintain the oil heat industry’s | National Geographic Magazine and RL. oc ecules seus xa ee 10,346,000 Clanedte *< 13.527,000 
“more than 1,000,000 installation|other consumer magazines, and Soft Drinks ............ 4,899,000 es "138.000 
lead over all other segments of the |"ewspaper travel sections. Misc. Beverages .............. 3,489,000 aa. 668,000 
heating field,” Ralph H. | Becker, | a Breakfast Foods eeoeseseoe 6,357,000 TOILET REQUISITES Total 43,049,000 
managing director of the institute, Dieterlen Joins Tulsa Paper oa "fore Pris Seer ey eee Bp yo — pean 
seid. Roy Dieterlen, formerly adver-) picing 8 re ‘* aa yey ae 8,968,000 
An advertising handbook con- tising and sales promotion manager ectants, Exterminators 410, Saaidinaes m Ciiamiies 14.624.000 
taining sample kits on advertising |for Diem & Wing Paper Co., Cin-; Laundry Soaps, Cleansers ....... 29,634,000 ‘dink toda ee hee Rae +e 7.931.000 
and promotion pertinent to all|cinnati, has been named sales| Meats, Fish, Poultry.. ......... 6,225,000 Misc. T. ‘on ————_ 11,156,000 
phases of the industry has been | manager for Tulsa Paper Co. Mise. Groceries ................. 24,839,000 oredr ny satel ea : =e 
developed by the institute. It will | HOTELS & RESORTS ............. 11,639,000 a Tota rg ere 
be distributed, at a nominal cost, Rohrs Joins Devlin HOUSING EQUIPMENT, racing nl cece es ee erereeeereres cankane 
to manufacturers, distributors ned Robert C. Rohrs, formerly in the SUPPLIES Total 20,646,000 SPR TSP TSMSS reas er gee eaahiae 
dealers. ‘sales department of Rockwood & Air Conditioning ................ 565,000 a ee a tee: 2 607.600 
The handbook—“OHI Treasury Co., Brooklyn, has joined Robert Automatic Heating .............. 1,003,000 7 a ee yet ri 
of Advertising’”—covers ad budg- | T. Devlin Jr., New York represent- once Refrigeration . ae ene ia. aha aaa Pe tee ee eeeene : sen ane 
i , i i hia I irer. eae Waring ei ear re we wee ; - AFansportation ............ 08K, 
hiss .E cesdthegeanen te lewerd eentethentbendhlennemanectemstainedaattl a NS ree ee 888,000 WEARING APPAREL ............. 6,789,000 
Furniture & Furnishings ......... 8,118,002 AUTOMOTIVE Total 97,874,000 
‘ Heaters & Stoves ............... 1.013,000 | Pte emearenehsacteestsnxs ” or 
Lea i Misc. Hsg. Equip. & Suppl. ...... 5,380,000 | asolines ee 107, 
7” How Modern Direct Selling INDUSTRIAL 3 : . pukugeneeas bees 11,681,000 Parts & va erage oboe ee sees . poe iy on 
Mo alli EE Gc Archers ecnsaraense 5,780,000 | Passenger Cars- New.... ..... 52,699,0 
ves 7 Billion Volume Yearly JEWELRY & SILVERWARE ...... 1,170,000 | - 0 PP rere eee 5,023,000 
The truth abowt modern Direct Sell- selling force, now used widely to aug- i  aae 23,646,000 Trucks & Tractors Se ee ee 6,161,000 
ing astonishes many who have a ange aang ol ee SF mat = MISCELLANEOUS ..............- 22,581,000  § Misc. Automotive ......_ ....... 19,497,000 
under-estimating this now tremendous ume. write on business letterhead for PROFESSIONAL & SERVICE 765.000 TOTAL GENERAL AND 
i ati | distribution. A “The kest Way to National Sales.” es en, 2 48 es ’ 
factor iilinn dollarandual volume This suthoritative’ 24-page book de- || PUBLICATIONS Total «17,853,000 +=AUTOMOTIVE ................. $526,058,000 
couldn't be built on small-change — oe yn Direct oes 
adgets alone. It proves that modern methods, reports authentic case histo- : E . r 
Jirect Selli lenty of big- ries, discloses how interested compa- + Speaking at the annual dinner 
ticket Teeny Teagrtnl goons: Fa a = -_ get a cost-free counsel Price Advocates of the Sales Managers Assn. of | TV Authorizations 
ices it is faster, sonomical, and other practical assistance in enter- : : ; F lared 
elves eples executives fewer headaches ing field. Write today for free postpaid Tax-Free Ad Funds erga gg Bog Ppl gy "eae by FCC Reach 334 
shan ae at kw" sc Ph nel essing f L ner Years “would be to provide a widely dis-| WASHINGTON, April 28—Three 
SPECIALT ¥ SALESMAN or Leane persed stimulant to the economy.” new grants for commercial TV 
The M . f PHILADELPHIA, April 28—A law Under it, he explained, the gov- | stations last week brought the to- 
agazine 0 to permit companies to set up| ernment would permit a company ‘tal of stations authorized since 
funded promotional reserves as| with a past history of spending on|July 1 to 334. FCC also author- 
Modern DIRECT SELLING tax-exempt costs in good years) sales and market development to ized its 15th non-commercial TV 
Room 812-D, 307 N. Michigan Ave., was advocated here by Gwilym A. deduct as tax-exempt a certain station. 
The commercial grants were to 
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Price, president of Westinghouse | 


| Electric Corp. 
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From Sign-on to Sign-off Pulse Puts 
WPTFE Ahead in EVERY Quarfter-hour! 


@ North Carolina rates more 
firsts in recognized market sur- 
veys than any other Southern 
state. More North Carolinians 
listen to WPTF than to any other 


station. 


WPI 


50,000 warrs 680 xc 


WASHING 
TON? 


" Tyrrell 
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Hyde 


Cortere’ 
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Key— 
@ Area Surveyed 
By PULSE 


Pulse surveyed the 32-county area indicated 
above in February-March 1953. With 62 sta- 
tions competing for listeners in this area WPTF 
led in every single quarter-hour! Give your 
sales the impact stimulant of this proven leader: 
WPTF, the Number One Salesman in North 
Carolina, the South’s Number One State. 


North Carolina’s Number 1 Salesman 
NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


~ ceipts were not as high. 


NATIONAL 
FREE & PETERS nepnesentative 


R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager 


percentage of its gross to be spent | 


| during later years when gross re-| 
‘nel 7 in Wheeling, W. Va.; WKNE 


Tri-City Broacasting Co. for Chan- 


|Corp., Channel 45 in Keene, N. H., 


a Mr. Price stressed salesmanship | 
as another weapon for maintaining 
a market for the country’s ex-| 
panded production facilities. “In-_ 
tensive sales promotion and its aids | 
can enlarge our markets and move | 
in volume the goods of the mass | 


| production machine we have built,” | air commercially 
‘he declared. 


Prior to Mr. Price’s speech, the | 


| Philadelphia sales managers pre-| 
|sented their 17th annual Howard /S. C., and WHYN-TV, Channel 55, 


G. Ford Award for “the most out- | 
standing contribution to improve- 
ment in distribution” to Pennsyl- 
vania Power & Light Co., Allen- 
town. 


“Washington Post’ Names 3 

Brent H. Kirk, formerly promo- 
tion manager and art and copy 
director for the Courier-Press, 
Evansville, Ind., has been ap- 
pointed promotion manager for the | 
Washington Post. Thomas Winship, | 
Post political reporter, has been | 
promoted to assistant promotion | 
manager in charge of news and} 
circulation promotion. William H. | 
Kreeger, who joined the newspa- | 
per in January, will direct promo- | 
tional research. 


Watt Promotes Kellogg 

P. G. Kellogg, assistant circula- | 
tion manager for Watt Publishing 
Co., Mount Morris, IIl., has been | 
promoted to promotion manager. 
He succeeds Don R. Witter, who 
has resigned. 


Brater Appoints Agency 

John K. Brater Co., maker of 
Brater’s Asmarettes and Brater’s 
powder, has appointed Advertis- 
ing Bureau of America, New York, 
to handle its advertising. Newspa- 
pers will be used. 


Edler Leaves ‘Everywoman’s’ 


Charles Edler has resigned his 
position on the advertising staff 


/of Everywoman’s. Mr. Edler has 
/not announced future plans. 


j}and 


and Miami Television Co., Chan- 
nel 58, Miami, Okla. The educa- 
tional station is for Ohio State 
University en Channel 34, Colum- 
bus. 

Three new TV stations were 
granted permission to go on the 
on temporary 
authorizations. They are WLEV- 
TV, Channel 51, Bethlehem, Pa.; 
WCOS-TV, Channel 25, Columbia, 


Holyoke, Mass. 


Six Appoint Rick Marrus 

Penzel, Mueller & Co., Long 
Island, N. Y., musical instrument 
maker and importer, has appointed 
Rick Marrus Associates, New York, 
to handle direct mail, trade publi- 
cations, publicity and special pro- 
motions. Posner Camera Exchange 
Inc., New York, has named the 
agency for direct mail, publicity 
special promotions. Others 
naming Marrus are Textone Laun- 
dries Inc., Long Island City (di- 
rect mail and special promotions) ; 
Supreme Optical Co., export di- 
vision of Liberty Optical Co., New 
York (export trade promotion); 
Airobide Co., New York maker of 
coal damper controls (advertising 
in real estate trade publications), 
and Combination Products Co., 
New York maker of interchange- 
able price markers and display 
signs (direct mail and trade pub- 
lications). 


Swartwout Promotes Bellerd 

Swartwout Co., Cleveland maker 
of ventilators and power plant 
equipment, has promoted Ernest 
H. Bellerd, sales manager of the 
ventilation division, to general 
sales manager, a new post. 


Coates to Wright-Campbell 
James E. Coates, formerly ad- 
vertising and merchandising di- 
rector for the Chicago Retail Drug- 
gists Assn., has joined Wright- 
Campbell Advertising, Chicago, as 
agency merchandising director. 
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Rabbit turns into ermine. Brewery horses draw 
gilded carriages. Swords and medals are rented. 
But the Coronation is still the world’s greatest 
show (and this may be the last!). Paul Gallico 
shows you what tourists won’t see—a taste of the 
great reading in this week’s Saturday Evening Post. 


Radcliffe girl turns cop. She’d taken courses on 
criminals. Now she wanted to talk to them. When 
they talk back—with knives—you’ll get a sample 
of the fast-paced fiction (4 stories, 2 serials, 1 
novelette) in this issue. The quality and variety 
of Post fiction help make it the family favorite. 


— Family 


Valwes 


' y 
The Saturday — ‘ "] 
POST, 


y 


“A man is missing!“ When this cal! is heard in the 
Pacific Northwest, Ome Daiber answers it. He’s a 
partly crippled carpenter who makes miraculous 
mountain rescues for no pay (and often no thanks! ). 
Here is human, exciting reporting ~ Saturday 
Evening Post reporting—in this week’s issue. 


The Saturday Evening 


POs. 


When customers have confidence in a product, it 
means that its manufacturing and advertising are 
on the right track. The Saturday Evening Post 
has helped build this sort of reputation for more and in the advertising it carries. The new Post 
products of all kinds than any other magazine merchandising seal aids retailers because it puts pay more attention to advertising in the Post and 


There’s a reason for the Post’s Surveys among readers of leading weekly maga- 
success with products. Its zines show that: » Readers spend more time with 
readers have confidence in it the Post—and return to it more often. » Readers 
believe that the Post is more reliable. » Readers 


or any other advertising medium. Post power at point of sale. 


have more confidence in Post-advertised products. 
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"York has changed consider- 
ably! Fact is, there are more 
families than ever before and 
they have higher spendable 
incomes than ever before. 
Today’s housewives enjoy 
the use of washing machines, 
automatic dryers, home air- 
conditioning units ...a thou- 
sand and one home-making 
aids that didn't exist or were 
- sonsidered prohibitive luxu- 
= ries twenty years ago. 
/. No matter what you're sell- 
Sethe market for your prod- 


i 


A HEARST NEWSPAPER 


the past two decades New 


hs es York. bes. eapended. a 


NATIONALLY. REPRESENTED BY HEARST AOVERTISING SERVICE z 


lym, Families mean 
business and nOwadays more 
families mean more’business... 
so it pays to think in terms of 
volume. : : 

. Every evening the Journal- 
‘American reaches New York's 
largest evening audience by 
an overwhelming margin... 
112,000 families more than the 
second evening newspaper; 
264,000/more than the third. 
If you want your sales message 
to strtke home hard, why not 
ya. it to every member of the 

ily through the home-going 
ournal-American? 
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Brand Disivfectan 


LB REG.US.PATOFF. 


Win a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can’t sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! : 


Lae 


\Cigarets, TV and 
Soil Conditioners 
Spark UofM Agenda 


| ANN Arsor, April 28—Cigarets, 
|television and soil conditioners | 
will be among the topics aired | 
|May 8 and 9 at the annual mar- 
keting research conference of the 
University of Michigan. 

Scheduled to speak are Pierre 
Martineau, marketing analyst of 
the Chicago Tribune, who will dis- | 
cuss “Cigarets—a Psychological | 
Study of Their Role in American 
Life,” and Arthur C. Nielsen, 
president of A. C. Nielsen Co., who 
will talk on “Television Measure- 
ments.” 

Markets for soil conditioners 
will be covered from the manage- 
ment view by John Gillis, v.p., 
Monsanto Chemical Co., and from 
the standpoint of a research task 
by R. M. Lawrence, senior market 
analyst of Monsanto and v.p. of 
the Chemical Market Research 
Assn. 


= Other speakers lined up are Bay 
Estes Jr., director of commercial 
research, U. S. Steel Corp.; Ralph 
M. Hagen, Gallup & Robinson re-| 
search director, and L. Merle Host- 
erler, asst. v.p., Federal Reserve 
Bank of Cleveland. 


T. R. Haneock, of the market- 
ing research services department | 
of General Electric Co., will speak 
on market potentials, and D. F. 
Benton, Standard Oil Co. (Indi- 
ana) v.p. in charge of sales, and 
John W. Boatwright, general man- 
ager of Standard Oil’s distribution 
economics department, will discuss 
measuring attitudes. 

Keynote of the two-day meeting 
will be an expanding use of mar- 
ket research, according to Donald 
R. G. Cowan, U. of M. professor 
of business administration and 
conference chairman. 

Cooperating in sponsorship of 
the conference are American Mar- 
keting Assn. chapters in Michigan, 
Northwest Ohio, Cleveland and 
Akron. 


General Electric Co., Schenectady, 
N. Y., has been named executive 
television director for KMO-TYV, 
Tacoma. Tess M. Williams, for- 
merly film director for WOI-TV, 
Ames, Ia., also becomes an ex- 
ecutive TV director for the Tacoma 
outlet. 


Farris Pickering to Lewis 


Farris Pickering Governor Co., 
Palisades Park, N. J., maker of 
mechanical and hydraulic gover- 
nors for engines, has appointed 
Lewis Advertising, Newark, to 
handle its advertising. This is the 
first agency the company has had. 
Plans include business publications 
and direct mail. 


D’Orsay Appoints Peck Co. 


D’Orsay Sales Co., manufacturer 
of D’Orsay perfumes, has appointed 
Peck Advertising, New York, to 
handle its line. Magazines and 
business publications will be used. 
The account was handled by Mor- 
ton Freund until he dissolved his 
agency. 


2 Eastern Outlets Hike Power 

WJAR-TV, Providence, has 
switched from Channel 11 to 
Channel 10, going from 30,000 
watts to 200,000 watts. WNAC- 
TV, Boston, has increased its pow- 
er from 26,000 watts to 220,000 
watts. 


Stephens to Dozier, Eastman 


KMO.-TV, Tacoma, Names Two! 


Gordon H. Tuell, formerly a di-| 
rector for WRGB-TYV, operated by | 


oooh IKE . 
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Dale J. Stephens, formerly with 
Anderson-McConnell Advertising, 
Hollywood, has joined Dozier, 
Eastman & Co., Los Angeles, as 
| production manager. 
| 


Daniel to ‘Today's Woman’ 


| Barbara Daniel, formerly in the 
'promotion department of Family 
Circle, has joined Today’s Woman 
in charge of publicity. 


B 
A 
When your product costs important money, H 
you want the people who have money. Farm Y= 
families are near the top. And tops among them are v 

the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the A 
richest farm market on earth! 7 
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Advertising Age, May 4, 1953 


Sales and PR Notions... 


Merchandising Devices 


e Lawrence Paper Co., Lawrence, | 
Kan., recently came up with a 
new way to handle the time-hon- 
ored cigar giveaway announcing a 
“new arrival” of sales personnel 
in one of its trade territories. 

Lawrence sent out an announce- | 
ment-size mailing piece enfolding 


z 
oe] 
| BACKSTAGE—“More Dollars for Dealers,” 
a 40-minute, full-color training movie, is 
/caught in production here. It was being 
>: /made for Friedman-Shelby division of In- 
EE ternational Shoe Co., St. Louis. 


| 


a small cigar, which was slotted! paper format, is being used to ring 
into a slice of the firm’s corrugated | up water system sales this month 
carton board. Merritt Owens Ad-| by F. E. Myers & Bro. Co., Ash- 
vertising, Kansas City, designed | land, O. 
the piece for Lawrence. The four-page tabloid quarterly 
presents Myers distributors and 
e “Mr. Bumberg felt that you |dealers with ideas on conducting 
might be bored just receiving |Promotions, using dealer aids and 
money all the time—so he asked Similar activities. Sample: In the 
that we send along some of our SPring issue, Myers .goes to work 
house promotions from time to hard on the trade’s “Eight Deadly 


}|a third of that 40%. 
. | 
| about 


time for your interest and amuse- 
ment.” 

This is the light-touch lead in a 
short memo which Jay Gabriel 
Bumberg Advertising, New York, 
is now attaching to all its checks. 


The idea is “not to neglect even its | 


suppliers,” says Bumberg. 
e D’Arcy Advertising Co., 


minute full-color motion picture, 
titled “More Dollars for Dealers,” 
for Friedman-Shelby division of 
International Shoe Co. The St. 
Louis footwear firm has made it 
available to all its dealers as a 
graphic demonstration of the ideal 
shoe salesman’s approach and fol- 
low-through with customers. 


e “The Bell Ringer,” a new mer- 
chandising circular with a news- 


St. | 
Louis, has just completed a 40-) 


mes Sins.” 


| ECR BRU, ty) vit »: hiiptps J 
2G 
E THE MAN 


]. C. Gatford Heads N. Y. 
Dotted Line Club in ‘53-54 

Jack C. Gafford, v.p. and adver- 
tising director of Advertising Pub- 
lications, publisher of ADVERTISING 
AcE, Industrial Marketing, and Ad- 
vertising Requirements, has been 
elected president of the New York 
Dotted Line Club, an organization 
of advertising salesmen affiliated 
with Associated Business Publica- 
tions. 

Other officers elected are A. W. 
Brownell II, associate manager, 
Atlantic district sales, McGraw- 
Hill Publishing Co., Ist v.p.; 
Charles A. Wardley, eastern sales 
manager, Oil & Gas Journal, 2nd 
v.p., and Wade Fairchild, Women’s 
Wear Daily, 3rd v.p. 


ABP Adds Four Members 

Four publications have been ad- 
mitted to membership in Associ- 
ated Business Publications. They 
are Buildings—Magazine of Build- 
ing Management, and National 
Real Estate & Building Journal, 


published by Stamats Publishing | 


Co., Cedar Rapids, Ia.; Diesel Pow- 
er & Diesel Transportation and 
Motorship, published by Diesel 
Publications, New York. ABP’s 
total membership is now 135 pub- 
lications. 


Pepperidge Promotes Brady 

John J. Brady, eastern division 
sales manager for Pepperidge 
Farms Inc., Norwalk, Conn., has 
been promoted to national sales 
manager for bread and related 
products. 


Robinson Named Pal V. P. 

S. Jesse Robinson has been ap- 
pointed v.p. in charge of the spe- 
cial sales division, Pal Blade Co., 
New York. Prior to joining Pal 
Blade, Mr. Robinson served with 
the U. S. Navy as a commander in 
the Pacific. 


‘What, Beans Again? 
Campbell Offering 
25¢ for the Labels 


CAMDEN, N. J., April 28—Al- 
though it has plenty on _ hand, 
Campbell Soup Co. is offering 
|housewives 25¢ for returning its 
| pork and beans labels. 

The offer, which is good until 
| May 30, permits housewives to col- 
| lect 25¢ in exchange for either 
|three labels from one-pound tins 
|or two labels from the larger size 
cans of Campbell’s pork and beans. 

he company is concentrating its 
promotion of the money-back offer 
on grocers who will have mailing 
forms available at the point of 
sale. Campbell hopes to introduce 
the product to housewives who 
aren’t yet regular customers and 
to appeal to the budget-conscious- 
ness of other consumers with the 
25¢ offer. 

Compton Advertising, New York, 
is the agency. 


'Mutual Promotes McVarish 


| F. Carleton McVarish, manager 
of audience promotion for the Mu- 
tual Broadcasting System, New 
York, for the past seven years, has 
been appointed to the new post 
of director of audience promotion 
and merchandising. 


Chase Joins Fedders-Quigan 


William H. Chase, formerly with 
the Bendix home appliance divi- 
sion, Avco Mfg. Corp., has been 
appointed advertising and sales 
promotion manager of the Fed- 
ders-Quigan Corp., Buffalo, heat- 
ing and air conditioning equipment 
' manufacturer. 


‘McGraw-Hill Finds 
Groceries Selling 
40% of Light Bulbs 


New York, April 28—More than 
40% of all light bulbs sold by re- 
| tail outlets in this country are sold 


ein food stores. 


| Supermarkets share more than 
The rest is 
evenly divided between 
small single grocery stores and the 
big chains. 

These facts are reported in a 
study made by Electrical Whole- 


The 16,000 supermarkets in the 
U. S., the publication says, provide 
an ideal outlet for light bulbs. A 
recent survey made by General 
Electric Co., it adds, shows that 
more than 94% of all 


light bulbs in self-service stores. 
Most popular are 100- and 60- 
watt bulbs. The 100-watt recently 
became the most popular in over- 
the-counter sales. Most manufac- 
turers, Electrical Wholesaling says, 
attribute this to higher light 
standard acceptance by consumers. 


Ekco Offers Slicer 
in First Consumer 


Premium Promotion 


CuicaGco, April 28—Ekco Prod- 
ucts Co. last Sunday launched its 
first premium promotion for con- 
sumers with large space ads in 
Parade and This Week Magazine. 

These will be followed by full 
pages in the May issues of Good 
Housekeeping, Woman’s Day and 
Woman’s Home Companion. The 
offer also will be plugged on Tom- 
my Bartlett’s “Welcome Travelers” 
over the NBC-TV network. 

The offer is a Flint slicer-carv- 
er, ordinarily priced at $2.95, for 
$1 to anyone who sends in a sales 
slip showing the purchase of some 
other Ekco product along with 
their money. The offer ends June 
15. 

Two-color window streamers are 
being supplied to dealers without 
cost to enable them to tie in with 
the national advertising. 

Dancer-Fitzgerald-Sample han- 
dles the account. 


® Ekco also is using a half page in 
the June 15 issue of Life to pro- 
mote its assortment of popular- 
price Eterna kitchen cutlery. Pieces 
range in price from 49¢ to 98¢. 
Tnis is believed to be the first 
time national advertising has been 
used to back the sale of kitchen 
knives in this low-price category. 
Dealers will tie in with window 
streamers and _ stickers reading | 
“Advertised in Life” to go with a| 
special display for the knives. | 
Newspaper mats will be offered | 


for local promotion. 


Coca-Cola Gives Fisher | 
Two-Network Radio Spread | 


Coca-Cola Co., Atlanta, is going | 
all out for the new Eddie Fisher | 
program, which bowed April 29) 
at 7:30 p.m., EST, on NBC-TV. | 
Featuring guest stars and Don 
Ameche as host, the telecast will | 
be aired on Wednesdays and Fri-| 
days. 

Later the taped version of the 
program—specially recorded at) 
first, eventually to be an edited re- 
peat of the TV audio—will be 
broadcast on NBC radio Tuesdays 
and Fridays at 8 p.m., EST, start- 
ing May 4. This will be followed 


| by a second repeat twice weekly 


on nearly 400 Mutual stations, in 
cities where NBC has no AM affil- 
iates, to enable all 1,200 Coke bot- 
tlers to benefit from the program. 
Talent will be paid for both re- 
runs. D’Arcy Advertising Co. is the 
agency. 


Quinn Leaves Agency 

Thomas F. C. Quinn, v.p. and 
an account executive with Van- 
Sant, Dugdale & Co., Baltimore, 
has resigned from the staff. 


saling, a McGraw-Hill publication. | 


women | 
. . } 
queried buy some or all of their 


at 


Wi a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


Buy 
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Fort Wayne BBB’s Code 
Published by Newspapers 

To the Editor: Attached is a 
copy of an advertisement being 
published in both Fort Wayne 
newspapers as a public service. . 

During the past three years, I 
have been impressed with the sin- 
cere desire of the great majority of 
business men to conduct their busi- 
ness ethically. But...undesirable 
practices [sometimes occur] sim- 
ply because advertisers and sellers 
are not sufficiently grounded in 
the so-called “rules of the game.” 

Since the Better Business Bu- 
reau’s job is to promote—and 
achieve—truthful advertising and 
selling in its community, it seemed 
most logical to us to work with 
business men and advertising me- 
dia in developing a basic set of 
rules that would cover the most 
abused areas. With that in mind, 
we took our Bible, “The Guide to 
Retail Advertising and Selling,” 


HOW'S YOUR 


"Business Card 


Let us tell you how you can have a 
distinctive, attention-getting business 
card . Clear, raised lettering, ex- 
pertly designed, excellent stock. 


ronHiLLinc. 


Send for 
FREE Silo Book 


270A4 Lofayette St., NYC 12 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


published by the Assn. of [Better 
Business] Bureaus, and extracted 
pertinent items. 

| This first draft was sent to 25 
‘representative advertisers, with a 
"| request for their comments. Some 
changes resulted from this. Then 
we presented the second draft to 
media, which made further 
changes. The final draft was sent 
to 250 advertisers and almost 100 
replied immediately, subscribing to 
the code. 


Next step was to present the 
code to the boards of directors of 
both the Better Business Bureau 
and the Fort Wayne Advertising 
Club. The Adclub appointed a sub- 
committee of retailers to study it, 
later voting formal approval upon 
the recommendation of this com- 
mittee. Finally, the executive com- 
mittee of the retail division of the 
Chamber of Commerce was asked 
to read the code and vote accept- 
ance. 


We were then ready to carry our 
plan to fruition. Fort Wayne 
Newspapers Inc., recognizing the 
value of the code to business men, 
the public, and themselves, volun- 
teered to publish it as a public 
service. The value of publication 
is obvious, of course, since it 
serves to make these “rules of the 
game” a matter of record and of 
public information. This action is 
especially good, we think, because 


an informed public can do much in 
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— The Courier-Zournal i 
_ THE LOUISVILLE TIMES 


Owners and operators of Radic Station WHAS and Television Station WHAS-TV 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


372,946 DANY « 


301,686 SUNDAY 


helping to eliminate the undesir- 
able practices of the few who are 
purposefully unethical. 

Following through to make a 
good promotion complete, the Ad- 
club is reproducing the code in 
booklet form and plans to mail it 
to all advertisers in the city... 

C. LANE a 
Manager, Fort Wayne Better 
Business Bureau, Fort Wayne, 
Ind. 


* o = 
You Never Outgrow the 
Need tor a New Idea 


To the Editor: Said Charles L. 
Whittier in his excellent speech 
which you reprinted in ADVERTIS- 
ING AGE, April 13 issue: 

. “Once in a while, a really genu- 
ine thought comes along...I ran 
across such a thought in the Amer- 
ican Dairy Assn.’s advertisement. . . 
‘You never outgrow your need for 
milk’...This is an idea provided 


by sound and original thinking—a 
new idea...” 

Question: Whose thinking? Ques- 
tion: How new? For answers, see 
the enclosed stat of a 680-line ad- 
vertisement we did for Bowman 


oe the eet 
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BOWMAI 
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The Milk of Superior 
PASTEURIZED ++ +> CLEAM er eee PURE errors tm STERUIZE® BOTTLE 


DAIRY 


COMPANY 


Dairy Co. and ran in the Chicago 
Tribune Dec. 3, 1934. The same 
headline— “...and nobody ever 
outgrows the need for milk”—was 
used on a full-page ad in the Her- 
ald-American about that time. 
Thus, the “new idea” might have 
been seen long ago—and happily 
remembered. 

We here and the Bowman people 
hope the Dairy Assn. makes more 
and more use of the idea in its ex- 
panding campaign. 

J. Mark HALE, 

J. Walter Thompson Co., Chi- 

cago. 

. © © 
Brand Identification Test 
Surprises Agency Man 


To the Editor: A plans board 
meeting here the other day stirred 
up a provocative point that might 
provide food for thought for your 
readers, and bring some informa- 
tive comments. 

In discussing ideas for a food 
product with a continental back- 
ground, one man suggested con- 
sidering illustration of a French 
waitress, to be used in all the ads. 
He remarked that he’d been so 
well-impressed by the smiling, hos- 
pitable Negro butler “used in illus- 
trating the Old Forester whisky 
ads.” Everyone in the room re- 
membered the butler well and 
warmly. Then one person asked, 
“But isn’t he used by Old Charter 
rather than Old Forester?” Some- 
one else was sure he sold Old 


"| will appear May 11. 
° 


| Crow. 
| A research member made the) 
rounds of the agency and came’ 
‘back with answers from 20 people 
who remembered the butler well 


. they named six different brands | 


they thought he was associated 
'with, the greatest number (seven) 
naming Old Forester. (What brand | 
do YOU think he sells, reader?) 

A call to the checking depart- 
ment brought a clipping which 
showed the friendly butler selling 
Walker De Luxe whisky! Not one 
person had named this brand. I 
don’t know how Old Forester got 
into the act. 

Of course this brought on dis- 
cussion of how valuable and effi- 
cient a trade character is when 
brand association is so poor. Some 
excellent close-associations were 
mentioned, such as H-man who 
identifies U. S. Hoffman Machinery | 
Corp. so precisely in laundry, 


cleaning and other trades (body of | 


figure is an “H”’’). 

This is certainly not meant as 
criticism of the Walker butler. Nor 
would we indicate that our office 
“survey” is adequate research in 
any respect. But we suggest that 
this subject is worth thinking 
about, and we’d like to read com- 
ments from others. 

SamMoM S. BAKER, 


Vice-President, Kiesewetter, 
Baker, Hagedorn & Smith, 
New York. 
8 = e 
Coming Soon 


To the Editor: We derived ex- 
cellent benefits from the Market 
Data number published May 12, 
1952. 

Will you repeat such a helpful 
review again this year? We cer- 
tainly hope so and will look for- 
ward to your advice. 

L. E. DALLEFELD, 

Sales Department, Allstate In- 

surance Co., Chicago. 

AA’s annual Market Data issue 


-| Mathematics Corrected 


To the Editor: In your April 6 
issue you report the several hun- 
dred thousand calls on retailers, 


iz | wholesalers, district managers, etc., | 


which Life retail contact men 


have made since this activity was| 


organized in 1945. 
You quote a figure of 56,335 as 


the number of meetings—not calls 


—with distributors, dealers, etc. 
Between November, 1945, and, I 
presume, through 1952. This fig- 
ures, on the basis of 250 work days 
per year, an average of 32 such 


meetings per day for seven straight | 


years. 
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With your reputation for ac- 
curate reporting wny do you per- 
mit Life to get away with this 
habit of exaggerating everything 


‘they do? 


A. F. WILson, 
Yeadon, Pa. 
Reader Wilson knows whereof he 
speaks. Life did a hurry-up check 
and confirmed Mr. Wilson’s charge 
of “exaggeration.” The truth is 
that 56,335 was the total attendance 
at 867 meetings. 
+. * e 
Comment on Commercials 
To the Editor: Last night I was 
doing the dishes with my 12-year- 
‘old daughter while my wife was 
figuring the state income tax (she’s 
got brains) and we had the radio 
turned on to a program of my 
daughter’s choice—which hap- 
pened to be a mystery howler 
about werewolves. I had worked 
through the china and was getting 
down to the silverware in the bot- 
tom of the sink when the were- 
wolf, with horrible howls, ate a 
nice old lady who was howling too. 
Station break. Commercial: 
“Here is a hearty, healthful dog 
food...” 
Me, I haven’t been able to look 
a hamburger in the face all day. 
When are they going to start 
listening to the programs they 
write these commercials for? I 
told my daughter she hadn’t ought 
to listen to those things! 
ELDON FRYE, 
Advertising Department, Con- 
vair, San Diego, Cal. 
a * e 
‘True Cost’ Editorial Gets 
Further Circulation 
To the Editor: We would ap- 
preciate permission to use your 
editorial on “The True Cost of 
Advertising” as published in your 
issue of March 2. 
GEORGE WALLACH, 
Managing Editor, Installment 
Retailing, New York. 
o e . 
Readers Want Copies 
of Carter Agency Booklet 
To the Editor: Your editorial of 
last March 23 issue of ADVERTISING 
AcE, about the brochure published 
by Carter Advertising Agency, im- 
pressed me so much, that I wonder 
if it would be possible to obtain or 
purchase from you this brochure. 
Should it not be so, I should be 
much obliged to you for furnishing 
the full information about the 
‘address of Carter Advertising, in 


E Meyercord 


anit Help ‘gums a 
fi SELL YOUR PRODUCT es 


Create New Sales Power ...New Buyer Interest 
With Colorful Meyercord Decal Product Decorations 


Color SELLS! Design SELLS! Meyercord Product Decoration Decals 
combine eye-arresting color with faithful pictorial reproduction to give 


your product personality, originality .. 


. and added sales punch! Today, 


Meyercord Product Decoration Decals are used on an amazing variety 


of products. . 
at production line speed... 


. from lampshades to lunchboxes! Easily, quickly applied 
available for ANY commercial surface or 


finish. Let Meyercord laboratory engineers and our complete designing 
service help solve your problem. Your inquiry invited. 


Meyercord FABRI-CALS Bring 


New Color to Wearing Apparel 


If you manufacture children’s wear, aprons, tea towels, T-shirts — or 


what-have-you ... 


take them out of the “ordinary” class with Meyercord 


FABRI-CALS. Transfer permanent, washable, fast color designs easily 
and quickly to fabric. Ask for samples and full information. 


FREE—Full Color Catalog 


New Meyercord Decal Decoration Catalog . . 


of Stock or Special Decals 
. features hundreds of stock 


designs and complete guide for planning custom designs for your specific 
needs. Write on your company letterhead, please. 
EXTRA: Just tell us if you'd like @ set of the “Springmaid Girls” Decals . . + Set of six 
| beverage 


luscious cuties to d at 


your p 


‘\dentty, harvest MEYERCORD co. 


DEPT. E-401, 5323 W. LAKE ST. « 


glasses. Ne cost — ne obligation. 


CHICAGO 44, ILL. 
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order to write them. 
Your kind attention to this letter | 
shall be deeply appreciated. 
Dr. Jose E. PEREZ Coton, 
Vice-President, Publicidad 
Publitec, S. A., Habana, Cuba. 


are in agreement with him must 
have flunked their math courses; 
to most of us, the difference is. 
$5.45. There are a few of us to 
whom 5¢ is as important as $5. 
PHYLLIS STRORL, 


, Sion,” take a gander at “our”, 


| April 6 copy of your publication, 
which we are returning under 
separate cover. 


Next time this occurs, please, 


make sure we get four copies in| 


one, but each carrying a similar 


number of pages, so we may read 
We have three copies of AA (not 


the same piece four times, and not 
two or three times only. 


45 


been playing hob with AA’s bind- 
ing operation, but fortunately in 
only a couple of cases—or are we 
too optimistic? 


the well known society, although 
- New York. (the person who did this might be Please accept the assurance of BY NOQw 
To the Editor: In a recent issue, e . . induced to join it) rolled up into my sincere sympathy in your pres- hould 
entitled, ““This Will Help Advertis- Wictim of a Subversive 73 to 88; copy No. 2—Pages 1 to 26 NoLIn TRUDEAU, day you will ry =. ae 


ing.” In it you referred to an in- 
triguing “Carter booklet” and I am 
wondering if we might see a copy 
of this. 


To the Editor: 
know what The New Yorker means | Pages 1 to 8 and 81 to 88 (you _ treal. 
by “Department of Utter Confu-| were a little stingy on that one). | 


If you want to and 65 to 88; and copy No. 3— _ Publicite-Services Ltee, Mon- JAY P ng when both of us can ben- 


| WALK oat by it. Samples rushed free. 
Some subversive subversive has 43 payne pipet Be yee sh 


If there is a shortage, we would 
gladly return it, or if there is a 
charge, please let us know. 

We recently subscribed to 
ADVERTISING AGE and have found 
many helpful articles. .. 

Mourie—Et HAMLIN, 

A. E. Peterson Mfg. Co., Glen- | 

dale, Cal. 


Competitor Uses Same Idea | 

To the Editor: Every once in a 
while, we run into happenstances 
where competitors will inadver- 
tently hit on the same idea at the 
same time. 

But it’s hard to explain a simi- 
larity like this. 

Here is a “Coronation Colors” 
advertisement run by Enger-Kress, 
manufacturer of billfolds, etc., last | 
fall in Mademoiselle, Glamour and | 
other magazines, and being re-run | 
this spring. 


CORONATION COLORS 


Now comes a competitor’s ad- 
vertisement this spring, featuring 
“Coronation Colors” in billfolds. 

The Enger-Kress advertisement 
is copyrighted, and so marked. 

If you were Enger-Kress, and 
your sales story was copied, what) 
would you do? | 

ARTHUR TOWELL, 

Arthur Towell Inc., Madison, 

Wis. 


Shortchanged 

To the Editor: In the issue of | 
Feb. 16, there was an article by | 
Clyde Bedell entitled “Looking at. 
the Retail Ads.” In the course of) 
the article, Mr. Bedell states: | 
“There are a few of us to whom 


the difference between $11.50 and | 


$16.95 is $5.50.” The “few” who’ 
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golt Lake City 
=—- Ogden 


Market 


A distinctly independent and unified trade area virtually unaffected 
by advertising in coastal cities 700 miles or more distant. 


PERFECT TEST MARKET 
Wir message rz absctulely tnescafialle wilh 
“Leal of lhe City” Bister Advertising 


Spokane 776 Miles 


Portland 834 Miles 


on 762 Miles 
ncisco ; Miles 


553 Miles Denver 


San Fra 
Los angeles q 


be 


A SOUND REASON -— 


Isolated and entirely out of reach of the giant cities of the West coast 
and Eastern markets, Salt Lake City, the nation’s second fastest growing 
area with a metropolitan population of 300,000 God-fearing, hard 
working buyers, is the perfect spot to test your product with large, 
colorful outdoor posters. 3,000,000 money spending tourists visit 
Utah annually. 


Your Advertising po sth has all the facts. 


UTAH DIVISION 
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Along the Media Path 


e The Capital City Press, pub- 
lisher of the Baton Rouge State- 
Times and Morning Advocate, on 
Sunday April 11, held an open 
house in its new four-story build- 
ing. 

The building, a new structure of 
salmon brick, designed by local 
architects Bodmann & Murrell, is 
functionally designed for newspa- 
per operations and is augmented 
by an older structure converted for 
paper storage, mail room and de- 
livery. 


e Popular Science Monthly is us- 
ing red fluorescent ink on its May 
cover to portray the extreme 
brightness of an atomic explosion. 
This is the first time this ink has 
been used for so large a press run 
—1,000,000 copies—according to 
the magazine. 


e WLIB, New York radio station 
for the Negro market, is cooperat- 
ing with three Loew’s theaters in 
New York’s Negro district to stim- 
ulate interest in its Negro-angled 
programs. Broadcasts will be made 
from the lobbies of the theaters. 


e Electronic Design offers its ad- 
vertisers a new service. Ads are 
mounted on 13x16” laminated 
plastic displays which are supplied 
to the advertiser and its agency 
for a permanent display. 


e Model Railroader has refunded 
advertisers about $3,120.15, with 
individual checks ranging between 
$1.09 and $112.65, because its cir- 
culation during the last half of 
1952 dropped an average of 3.7% 
below the ABC guarantee of 100,- 
000. In July, when the maga- 
zine’s price went from 35¢ to 50¢, 
circulation dropped nearly 6%, 
but returned to and exceeded nor- 
mal for an alltime record with the 
December issue. 


e Fifty years of uninterrupted 
monthly publication is being cele- 
brated in the May issue of Red- 
book. Instead of a nostalgic glance 
at the past, the anniversary issue 
will gear its content to the modern 
day, including an eight-page pic- 
ture survey on significant aspects 
of life in our push-button era. 
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This is the ONE 
magazine in America 


that completely DOMINATES 
the active NEGRO market! 


Your advertising agency can 
tell you why! 


Johnson Publishing Co., Inc. 
1820 South Michigon Avenve, Chicago, Ill. 
New York Office: 55 West 42nd Street 
tos Angeles Office: 11277 Wilshire Blvd 


} 
|@ According to the Match Indus-. 
|try Information Bureau, one out) 
of every 15 businesses in the U.S. | 
last year used match books as an | 
advertising medium. The indus- | 
try’s total production exceeded 
12.5 billion matchbooks and ad-| 
vertising appeared on 99.8% of the 
_ books. 
|e Department of Boasts and! 
Claims: 

Better Living’s advertising rev- 
enue for May, $339,434, sets a new 
high in advertising dollar income) 
for the magazine for that month | 


and is a 34.9% increase over May, | Sere, An 
j - ~~ 


1952. | 


and Sunday newspaper, breaks in- 
to the 100,000 circulation class of | 


of its March 31, 1953, ABC pub- 


The San Antonio Light, evening | FUNCTIONAL—The sweeping lines of the facade of the new Capital City Press 
building in Baton Rouge is indicative of the interior’s functional design, geared for 
operating the two newspapers, the Baton Rouge State-Times and Morning Advocate. 


average daily total of 100,785 and six-month period. 
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| The Chicago Tribune classified 
advertising volume reached a new 
record on Sunday, April-12, at 370 
columns, totaling more than 41 full 
pages. This exceeded the paper’s 
previous want ad peak of two 
weeks earlier by more than 35 col- 
umns. The April 12 issue also pub- 
lished more retail display adver- 
tising than in any other April is- 
sue of the Tribune. 


/@ The April issue of Resort Man- 
agement contains a newspaper 
travel section directory and editor- 
ial content points out to agencies 
with resort accounts how they can 
_make best use of the directory. 

- Specialty Salesman gets a new 
'cover in its May issue, and adds 
“The Magazine of Modern Direct 
| Selling” to its title. 


-e Hardware Retailer, published 
| by the National Retail Hardware 
Assn., Indianapolis, a trade pub- 
lication in the field for 53 years, 


| face, layout, headline type and de- 


daily newspapers with the release | lisher’s statement, which shows an, 137,821 on Sunday for the previous gets a complete restyling of type 


This year we complete 
40 YEARS OF SERVICE 


to advertisers 
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|tion’s history, and the cover will 
|ecarry a color illustration hereafter. 


Kennedy Joins Doyle Dane 

| Robert E. Kennedy has joined 
Doyle Dane Bernbach, New York, 
as an account executive. He pre- 
viously held executive advertis- 
|ing positions with Look and Faw- 
'cett Publications. 


Hauserman Boosts Hawkins 

Kenneth A. Hawkins, advertising | 
manager for E. F. Hauserman Co., | 
Cleveland maker of partitions and | 
movable building interiors, has) 
been promoted to merchandising) 
manager. 


Stetson Drives in Canada 
Cockfield, Brown & Co., Mont-| 

real, has started a spring campaign | 

for John B. Stetson Co., Brockville, | 


3-D Goes Industrial: 
Stone Premieres It 
at Packaging Show 


Cuicaco, April 28—The race to 
take three-dimensional movies into 
the industrial field is not over, but 
the first heat was apparently won 
last week at the National Packag- 
ing Exposition. 

A color movie premiered there 
by Stone Container Corp., Chi- 
cago, is believed to be the first in- 
dustrial or business 3-D movie ever 
exhibited. 

Called “Packaging...the Third) 
Dimension,” the film was of the. 
“true” three-dimensional type, 
with separate images for each eye, | 
and was viewed by exposition | 


NO MORE COVER ADS—This cover in color Ont., using dailies to promote Stet- | visitors through Polaroid glasses. | 


has carried trade ads on the cover. 


partmental page titles in its May! 
issue. In addition, trade ads will 


will inaugurate Hardware Retailer's new Son hats. | 
policy in May. For 53 years the magazine | 


Richardson Boosted to S. M. 
F. E. Richardson Jr., with the, 
jcompany since 1929, has been) 
promoted to Pennvernon window 


Academy Film Productions Inc., | 


junction with Stone executives. | 


Via the Polaroid lenses, exposi- | 
tion visitors were taken on a super- 
be taken off the cover, where they | glass sales manager by Pittsburgh Teal tour of the Chicago plant 
have been all during the publica-| Plate Glass Co. 


where Stone makes and color- 


veh S4pMINE 


RADIATION?—Probably, but these National Packaging Exposition visitors have 
another reason for denning goggles. They’re about to view the first 3-D industrial 
film, which Stone Container Corp., Chicago, premiered at the packaging show. 


were such shockers as a 5,000-Ib. | 
roll of paper rumbling toward the | 


audience out of a store room, and | 
a test tube of green ink which | 


seemed headed for the viewer's | 


| 


This year marks the 40th anniversary of the beginning of 
operations from which our company evolved. Twenty-five 
years ago the two original component companies united to 


form Cockfield, Brown & Company Limited. 


To the sixteen clients who joined us during the first ten years 
of our operations and are with us today; to the fifty-seven 
advertisers whom we have been privileged to serve for 

twenty years or more, and to those who have joined us 
during the ensuing years, we wish to convey our 
sincere thanks. In the future, as in the past, 

we will devote our honest effort towards 


serving you to the best of our ability. 


A 


Advertising 
Merchandising 


Commercial Research 


Public Relations 


ae Ss 


Chicago, produced the film in con- prints corrugated boxes. Included | vest pocket. 


The movie was taken with a 
16mm Bolex camera with special 
stereo equipment to produce two 
series of images on a single film. 
It was shown through a single pro- 


|jector with duplex lens. At the 
packaging show the viewed image 
‘was about 15” high, but Stone 


says it will show the film later on 
screens up to 6’ high. 


Techni-Craft to D. C. Smith 


Techni-Craft Printing Corp., 
New York offset lithographer, has 
appointed D. C. Smith Advertising, 
New York, to handle its advertis- 
ing. Trade advertising and direct 
mail are planned. 


McDannald Heads Media 


Clyde McDannald Jr., previously 
with Harry B. Cohen Advertising 
as an account executive, has joined 
the American Safety Razor Corp., 
Brooklyn, as media manager. 


Luther Assigned Ad Duties 
Clarence G. Luther has been 
named to handle advertising and 
sales promotion § activities for 
Printing Developments Inc., a sub- 
sidiary of Time Inc., New York. 


Barnes Appoints Duke 

Ralph C. Duke, formerly with 
WTMJ-TV, Milwaukee, has been 
appointed head of television pro- 
duction for Barnes Advertising 
Agency, Milwaukee. 


Thurm Joins Smallen Agency 

Robert S. Thurm, formerly on 
the copy staff of Geyer Advertis- 
ing, has joined Paul Smallen Ad- 
vertising, New York, in a similar 
capacity. 


Colgate 
Amoniated 
Tooth Powder’s 


consistent 
ads in The 
Beacon 
Journal are 
reaching... 


| 
DLS 7, 
OF THE HOMES 
There’s no other 
medium or com- 
bination of media 
that offers so 


| much for 
so little. 


AKRON 
BEACON JOURNAL 
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Seiden Opens Own Agency Department Store Sales... 


Henry Seiden, formerly adver- 
tising manager of Greeting Serv- 
ice Co., New York, has opened an 
advertising agency, Seiden Co., at 
115 W. 45th St., New York. 


Super Market Men to Mee! 


“How to Sell More—Profitably,” 
will be the theme of the 16th an- 
— convention of the Super Mar- 

et 
Cleveland May 24. 


Bank to Bacon, Hartman 

The First National Bank, Way- 
cross, Ga., has appointed Bacon, 
Hartman & Vollbrecht, St. August- 
ine, Fla., to handle its advertising. 


Institute, which opens in. 


Weather Cools Spring Sales Build-Up | 


Wasuincton, April 28—Despite 
chill weather across the nation, 
U.S. department store sales in the 
week ended April 18 showed a fair 
gain over the post-Easter slump, 
according to the Federal Reserve 
Board. 

The index figure for the Aprii 18 
week was 105, a rise of 8% above 
the preceding week and an in- 
crease of the same percentage over 
the corresponding week of last 


of that year. For the calendar year, : 


to date (16 weeks) a comparison 


shows °53’s big store sales 5% 


ahead of those for ’52. 


Sales volume recovery during | 
the April 18 week was spotty, with | f: 
not even the weather controlling fF: 
things entirely. Thus, while most > 
of the big gains were scored in the |} 
South, the Philadelphia and Cleve- | > 


land districts also showed gains, of 
17% and 11%, respectively. 


pPreliminary. 


Week to Apr. 18, ’53*..p105 
Week to Apr. 19, ’52*....97 
Week to Apr. 11, ’53*....97 
Week to Apr. 12, ’52*....111 
Week to Apr. 4, ’53*....118 
Week to Apr. 5, ’52*....109 


SALES INDEX — 


1947-49 equals 100 


*Not seasonally adjusted. 


bac ee mn 


‘DEPARTMENT STORE 


Metropolitan Areas 


year. Most districts indicated that! Available district surveyS| New Haver .ccrccccoccn 2-31 3 
the recovery would have been | showed that Some furnishings ond — ee ee] 
more rapid except for unseasonably appliances were among the sales Lr a al a! 
qnions, cool shopping weather. leaders, due, it was said, to easy | Springfield -.ccccccscn 7-33 —1| 
JUST CALL credit terms. gn Pe Tilia ¢ 
® Helping to make the year-to- ¢ tiene nee Vee _ Beets ccs © Senld 3) 
Artography year comparisons favorable, how- Sistas idee san ton aoe NN cae hn inassncessin 11 r—17 8 
f h th: | ° ° ° TROCRBBEOT —nsccecccseccccosecees 12 —17 4) 
LUsemburg 20466 | Durable week of '52 was itself a| Duis aren ene cny 4 | yrecwe 0 16 
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She’s in California—Fresno to be exact—a 
market where women treat themselves to nearly 
three times as much beauty treatment as their equally 
prosperous sisters in another market not far away. 


How come such a difference? 


Who knows for sure? The fact is this: People 
in the United States are un-united when it comes 
to buying habits and personal preferences. Con- 
sumption varies — market by market, city by city 
and product by product. And when you advertise 


in newspapers you get the flexibility to match 


those variations. 


Why fight local peculiarities? Use the ad me- 


dium that lets you 


pour on all the pressure you 


—_, 


‘Look at the state this girl is in” 


want—when you want it—wherever it will do 


you the most good. 


Sure, you can sell cosmetics or candy from 
Maine to Mexico. But in some markets you can 
sell more—more often. And, after all, isn’t that 
a major reason why you advertise? 


We may have some information that will help 
you pin-point your high consumption markets. 
Write or phone. There’s no obligation. 


Bureau of Advertising—American Newspaper 
Publishers Association, 570 Lexington Ave., New 
York 22, PLaza 9-6262—360 N. Michigan Ave., 
Chicago 1, STate 2-8681—240 Montgomery St., 
San Francisco 4, EXbrook 2-9530 


Sponsored by The Detrolt News in the interests of fuller understanding of newspapers 
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ee —2 —-23 —2 
Philadelphia District ........ —3 —12 i 
City 

Philadelphia .................... —6 —15 17 
Cleveland District ............. 9 r—13 ll 
Metropolitan Areas 

10 —6 7 
20 —15 27 
22 —12 11 
13 —16 36 

Erie 19 —14 13 
Cities 

EIEN Nipsciiinsenstinerancoss 10 —18 7 

III sinicciccsecesaneiesenee —§ —12 3 
Richmond District ............ 3 r—21 15 
Metropolitan Areas 

Washington  ccccccccccccccceee 4 —20 8 

Downtown Washington —1 —25 6 

CI EEE 1 —23 29 
Atlanta District ............. 12 —13 10 
Metropolitan Areas 

Birmingham .................... 15 —18 4 

Jacksonville .................... 2-25 —1 

IE: Giianetatitieininanererbsonsstnnd 8 —4 20 

SII, steapicolsbicomnssviesinninn 8 —10 2 

III = cissictotienndintaniannsinies ll —24 14 

New Orleans 24 —20 20 

Nashville _........... 11 —21 4 
Chicago District 9 —2 * 
Metropolitan Areas 

a 8=—_ gf 8 —2 8 

po eee 8 —13 9 

BE Saeicticctinsesacictescances 9 6 3 

Milwaukee  ..........0....000 4 -—8 12 
St. Leuis District ............ 6 r—l1 6 
Metropolitan Areas 

IEEE. iisinpiisnnirnniens 3 

Louisville ........ 10 

St. Louis 5 

III. asncstasscivtsntencesnee 5 
Minneapolis District ........ 17 r—14 rl 
Metropolitan Areas 

Minneapolis-St. Paul... 17 —14 2 

Minneapolis City ........ 15 —12 —ll 

he 21 —20 33 
Cities 

Duluth-Superior _........... 2ir—14 —4 
Kansas City District ........ 10 —12 4 
Metropolitan Areas 

Denver 11 —22 8 

Topeka ....... 8 —10 —10 

Wichita ...... ll —5 4 

St. Joseph 6 —29 6 

Oklahoma City 9 —10 —3 

EL... didsabsibinaesnianpeionns 8 —T7 3 
City ; 

Kansas City .......cc. 11 —12 0 
Dallas District ................ 18 9 14 
Metropolitan Areas 

Dallas 9 —11 4 

El Paso 29 —14 27 

Fort Worth 11 —18 —4 

Houston 25 —2 29 

San Antonio .................. 16 —15 9 
San Francisce District... 15 —14 4 
Metropolitan Areas 

| ren 17 —1ll1 6 

Downtown Los Ange- 

les 13 —20 0 
Westside Los Ange- ‘ 

les 13 —6 5 
SY SII: sciineiiiaseaneatinnniense 18 —20 0 
San Francisco-Oakland 14 —22 5 
San Francisco City . 10 —28 0 
Oakland City .............. 21 —13 13 

| SES eee 3 —12 0 

Salt Lake City ............ 12 —29 0 

SIE dnehicondconiiakapebintaseuian 22 —16 7 

CO 23 —13 —2 

r—Revised. 
Gray Mtg. Promotes Cabot 


Perry Cabot, director of adver- 
tising for Gray Mfg. Co., Hartford, 
and its subsidiary, Gray Research 
& Development Co., maker of elec- 
tronic sound writers, has been pro- 
moted to head of the company’s 
public relations and sales promo- 
tion department. 


‘TV Reporter’ Bows in East 


TV Reporter, 17 E. 45th St., 
New York, has begun publication. 
/Elliott Caplan is publisher with 
Cartoonist Al Capp, his brother. 
The new program-listing magazine 
sells for 15¢. Initial circulation 
_guarantee will be 125,000, and the 
basic ad rate is $375 a b&w page. 


Bristol-Myers Buys Daily Slot 


Bristol-Myers Co., New York, 
through Doherty, Clifford, Steers & 
Shenfield, has bought a five-min- 
ute warm-up session seven days a 
week preceding the baseball 
“Game of the Day” over Mutual. 


Weinerman to ‘Family Life’ 


Addie Weinerman, formerly di- 
rector of merchandising and pro- 
motion for Eastern Isles and asso- 
ciate promotion director of Charm, 
has joined Family Life as promo- 
tien director. 


WPAT Appoints Wright 

| D. J. Wright, formerly of O. L. 
Taylor Co., radio station repre- 
sentative, has been named director 
of sales for WPAT, Patersen, N. J. 
/His office will be in the RKO 
Bldg. in New York. 


Hiram Walker Boosts Dols 

Harold Dols, manager of the 
sales promotion department of Hi- 
ram Walker Inc., Detroit, has been 
promoted to merchandising man- 
ager. 
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Incomes Higher, Appliances More 
Plentiful, ‘Seattle Times’ Study Finds 


SEATTLE, April 30—Nearly one 
family in six in Seattle had an in-| 
come of $7,000 or more in 1952, 
the Seattle Times 1953 Consumer 
Analysis, out this month, reveals. 

The study shows 15.9% of fam-. 
ilies in the city were in this top) 
income bracket in 1952, compared 
with 11.8% the year before. The 
middle income bracket—from 
$4,000 to $6,999—was virtually 
unchanged in total size, but the 
lower bracket—from $2,000 to 
$3,999—shrank from 33.9% of the 
city in 1952 to 29.5% this year. 

The survey also indicates the 
degree of saturation that is com- 
ing into heavy appliances. Cur-| 
rently 95.1% of Seattle families 
own mechanical refrigerators, the 
highest figure in any of the past 
six Times surveys. Television has 
moved up from 5.2% of saturation 
in 1950, the first year of televising 
in this area, to 50.6% last year, 
and 15% more indicated they in- 
tended to buy a TV set in 1953. 
RCA Victor was the preference of 
11.7% of those intending to buy; 
Philco was second with 7%. 


s The number owning an electric 
washing machine now is 75.9%. 
Of these, somewhat more than one 
out of three are fully automatic. 
Kenmore, Bendix and Laundro- 
mat are the top three brands of 
automatic washers, in order of 
preference reported in the survey. 
Kenmore has 31.2% of the market. 

Of families with ranges, 76.1% 
have electric ranges and 17.7%, 
gas ranges, a total of 93.8%, sug- 
gesting again that the major mar- 
ket is for replacement. 

‘Home freezers are taking hold, 
with 10.8% of families owning this 
utility; Coldspot is far in the lead 
as preferred brand, owned by 
29.7%, followed by Crosley, 8.4%. 


es A&P supermarkets, expanding 


_top brand in this report, moved 


in the Seattle area, are picking up 
increasing patronage, notably in 
the top income brackets. Safeway | 
continues to be the place where 
more consumers (33.8%) report) 
they buy most of their groceries. 
A&P is second among corporate | 
chains, at 16.3%, compared with 
13.9% four years ago. But in the 
$7,000 and over income bracket, | 


(91.4% this year. 


22% of housewives say they buy 
at A&P, against 21.7% at Safeway. 

Detergents continue to gain for 
household laundry use. Tide, the 


from 16.4% in 1950 to 23.8% last 
year and 23.0% this year. But 
White King Granuals, a widely 
promoted soap, strengthened its 
position in second place, moving 
from 14.9% in 1950 and 1951 to 
16.2% in 1953. 


# Chlorophyll in tooth paste has 
made a dent in the market, but the 
current survey shows that 59.2% 
still buy toothpaste without chlo- 
rophyll. Top brand is Colgate, 
45.1%, followed by Ipana, 18.7%. 

Although incomes are rising, use 
of butter continues to give way to 
lower-priced margarine, notably 
so since voters of Washington state 
legalized sale of colored margarine 
late last year. 

The number of families who 
buy butter dropped from 74% last 
year to 63.8% this year. At the 
same time, the number who buy 
margarine rose from 63.2% last 
year to 78% this year. 

In the heavy consumer advertis- 
ing for margarine since sale of the 
colored product was legalized, 
Allsweet (Swift & Co.) made big 
strides to take over first spot in 
consumer preference, with 20%, 
more than twice the preference 
shown for this brand the previous 
year. Nucoa dropped to second 
place at 19.2%, and Parkay moved 
from 2% last year to 16.8% this 
year. Durkee’s dropped from an 
easy first place last year to fourth 
this year, at 16.1%. 


s Canned salmon packers, who 
have been getting ready in recent 
months for an industrywide pro- 
motion, will find a challenge in 
reports of consumer preference for 
salmon and for the competitive 
product, canned tuna fish. Salmon, 
bought by 57.7% in 1948, dropped 
to 47.2% this year. But tuna, gen- 
erally priced lower and well pro- 
moted, rose from 87.7% in 1950 to 


Grocery stores in Seattle are 
making bigger inroads on drug 
stores in sale of toilet articles and 
cosmetics. Five years ago the 


(ADVERTISEMENT) 


They Sell Lawyers 
in Groups 


Real estate buyers in Chicago 
and Cook County have long had 
the benefits of the services of Chi- 
cago Title and Trust Company, 
which offers policies guaranteeing 
the titles to real property. 

Currently the Company is ex- 
panding its operations throughout 
the State of Illinois. To explain the 
advantages of its services to down- 
state attorneys, the company is 
using a Francisco Film, SAFE AND 
SALABLE. 

This film is a vivid portrayal of 
risks that can be encountered by 
attorneys who do not avail them- 
selves of the protection to real 
estate owners afforded by the 
Company’s title guarantee services 
in contrast with the advantages in 
having this protection. 


\| ings with lawyers are being held in 
|many parts of the State at which 


The film is being used as an in- 


strument for group selling. Meet- 


SAFE AND SALABLE is the draw- 
ing card and the main program 
number. A discussion leader an- 
swers questions afterward. 

A sound film is a most effective 
instrument for. the presentation of 
controversial subject matter and 
for influencing people in groups. 
Subjects can be presented within 
the framework of a meaningful 
real life situation into which mem- 
bers of the audience can project 
themselves. The answers to their 
questions and objections, when 
voiced by the screen characters, 
are readily accepted. 


| Times analysis showed that only 


31.2% of consumers bought any 
toilet articles or Cosmetics in gro- 
cery stores. That proportion has 
risen steadily to 56.2% in 1953. 

Men are shifting from lather to 
brushless shaving cream. In 1950 
lather was preferred by 41.5%: 
currently, 30.9%. Brushless three 
years ago caught the fancy of 
21.9%; currently, 26%. 


Braves Name Mathisson 


The Milwaukee Braves, National 
League baseball club which recent- 
ly moved from Boston, has ap- 
pointed Mathisson & Associates, 


Milwaukee, to handle its advertis-. 


ing. Mathisson is also the agency 
for the team’s sponsor, 
Brewing Co. 


Hotpoint Plans Magazine 


Miller P 


Hotpoint Co. will begin national | 


distribution of Hospitality Home, 
a digest magazine aimed at house- 
wives. It will contain original and 
reprint articles on homemaker top- 
ics and will carry imprints of local 
dealers. The magazine has under- 
gone six months of regional tests. 


Grubb Gets Publications 

The Sporting News and Sporting 
Goods Dealer, St. Louis, have ap- 
pointed Grubb & Petersen, Cham- 
paign, IIl., to handle their adver- 
tising. The publications and Cram- 
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er-Krasselt, Milwaukee, the pre- 
vious agency, have parted on 
friendly terms because the dis- 
tance between St. Louis and Mil- 
waukee is “too great an obstacle 
to overcome.” 
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TYPES OF ADVERTISING 
AT POINT OF PURCHASE 


on-illuminated types of signs. 


Serving manufacturers of brand-name products from coast to coast. 
Representatives in principal cities 


Harlow H. Curtice 
President of General Motors 


Flint’s Great 
Success Story... 


Flint Journal's advertisers and readers find its columns fruitful 


Journal “Wants” 39 years ago opened one 
of the notable careers of American busi- 
ness history. This true story surpasses any 


Horatio Alger ever wrote. 


Only a few months out of business 
school, Harlow H. Curtice answered this 
blind ad and got a job with the AC Spark 
Plug Co. “Opportunity” was putting it 


mildly. He had the talents and the will 
and character to make the most of it. He 
was President of AC at 35, head of Buick 


at 40, performing so brilliantly that he 


world. 


became Executive Vice President of Gen- 
eral Motors and this year rose to its Presi- 
dency, the top industrial position in the 


Journal Want Ad leads to General Motors Presidency 


The sound film has none of the 
weaknesses of the lecture, for 
either the speaker or the audience. 
It relieves the lecturer of the heavy 
burden of presenting his material. 
The film tells his story for him, 
leaving him free and fresh to carry 
on animated discussion. 

We had the privilege of serving | 
Chicago Title and Trust Company | 
through Earle Ludgin and Com- 
pany. It is a growing practice 
among advertising agencies to call 
us in on film projects of all kinds 
for their clients, as well as on TV 
commercials. 


Francisco Films 
185 N. Wabash Ave., Phone: STate 2-0798 
CHICAGO 1 


But through it all, Mr. Curtice’s home 
remains in Flint, the main manufacturing 
center of the great Corporation. The oper- 
Buick, AC, 
Fisher, Ternstedt and here also is GM 


ations ‘include 


Institute. 


It is an area of great opportunity and 
the Journal is its daily newspaper medium, 


Chevrolet, 


rating high in effectiveness, volume, cir- 
culation intensity and reader attachment. 
It serves a fine and prosperous citizenry. 

Flint has many business “firsts.” You 
can share in them. 


There is great OPPORTUNITY for 


you in the advertising columns of the 
Flint Journal! 


THE FLINT JOURNAL 


one of & Booth Michigan newspapers 


For new market folder call 


A. H. Kuch 
110 E. 42nd Street 


Murray Hill 6-7232 


New York 17, New York 


The John E. Lutz Co. 
435 N. Michigan Avenue 
Chicago 11, Illinois 
Superior 7-4680 
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Names Howard Associates 


Monticello Lumber Co., Monti- 
cello, N. Y., has named Lloyd S. 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


a 


‘ABERDEEN, SOUTH. DAKOTA 
ade -P MALONEY, Advertising Manager 


li 


Howard Associates, New York, to 
handle promotion for its new Air- 
Flow primary windows. A special 
campaign is planned to reach ar- 
chitects, builders and new home 
owners via business publications 
and direct mail. 


Beltone to Harshe-Rotman 


Beltone Hearing Aid Co., Chi- 
cago, has appointed Harshe-Rot- 
man, Chicago and New York pub- 


jlic relations consultant, to direct 


a promotion coordinated with Bel- 
tone’s advertising campaign. Ruth- 


_rauff & Ryan and Olian & Bronner | 
/handle the advertising. 


_Gratrath Bows in Kansas City 


Robert R. Grafrath, formerly an | 
operator of an advertising displays | 
agency in Kansas City, has re-. 
turned from naval duty to open | 
mg own office again at 217 E. Sixth | 

, Kansas City. 


West Marquis, Seattle, Moves | 


The Seattie office of West-Mar- 
quis has moved to larger quarters 
in the Dexter Horton Bldg. 


tal Airlines. 


3-D DIRECT MAIL—Brett Lithographing Co., 
Long Island City, has the copyright on this 
die-cut which folds together as shown to 
make a three-dimensional picture for Capi- 


The Thinking Machine 
of American Business 


/ 
, eae 


Doors open... sales climb 
—as if by magic! 


aWeek 


It’s no secret to those who 
make calculators that on-the- 
job demonstrations are what 
clinch sales. But how to open 
more business doors, more easily 
for salesmen-demonstrators is a 
continuing problem. 


To help solve this problem for 
its salesmen, Friden does two 
things: 

First, it presents its fully auto- 
matic calculator as ‘“‘The Thinking 
Machine of American Business,” 
stressing the machine’s intriguing 
ability to perform more steps in 
figure-work without operator deci- 


sions than any other calculating 
machine ever developed. 


Second, Friden makes a mass 
presentation of its product to thou- 
sands of prospects in news and 
business publications. 


As a result, prospects want to see 
it work . . . and readily open their 
doors to Friden demonstrators! 


So fast and effective is this appli- 
cation of mass education in a hotly 


A young company now outsells veterans in its field 


competitive field, that the Friden 
in recent years has become Amer- 
ica’s largest selling calculator. And 
this business born in mid-Depres- 
sion now occupies, at San Leandro, 
California, one of the finest preci- 
sion-manufacturing plants in the 
United States of America. 

Can these benefits of mass educa- 
tion be better used in your behalf as 
well? We'd be glad to talk to you 
about it. Just call or write: 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao 
Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 
Elizabeth, Capetown, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne, 


Advertising Age, May 4, 1953 


“Home Modernizing’ 
Reports on Survey 


of Homeowner Wants 


Cuicaco, April 28—Most home- 
|}owners want more bathrooms in 
their houses more than any other 
other improvement, according to 
|preliminary findings in a survey 
|by Home Modernizing magazine. 

Readers who filled in a ques- 
tionnaire appearing in the maga- 
zine told how their homes fail to 
meet family needs. Two-thirds of 
the replies listed more bathroom 
facilities as the greatest need; 65% 
indicated kitchens need moderniz- 
ing and 49% want at least one 
more bedroom. 

W. Wadsworth Wood, Home 
Modernizing publisher, pointed out, 
however, that the figures cannot 
be taken as truly representative of 
all homes because generally only 
homeowners who recognize that 
their homes are inadequate are 
taking part in the survey. 


® Homes occupied by respondents 
/range from Victorian structures to 
'postwar ranch homes, but most 
| were older houses. The average of 
‘the buildings reported was 27% 
|years. One-third of the persons 
_who replied said their homes need 
‘major remodeling, 47% put the 
work at moderate and the re- 
|mainder indicated a need for mi- 
'nor changes only. 
| Other results of early returns 
are: 32% of heating plants are 
|inadequate, 31% of the laundry 
‘facilities are outdated and from 
26% to 53% want new kitchen 
ranges, garbage disposers, fans, 
| dishwashers, sinks and cabinets. 


Promotes Lawn Mowers 


| Savage Arms Corp., Chicopee 
Falls, Mass., has started a promo- 

tion for its lawn mower division. 
|/Yard Chief, Power Chief, Rotor 
|Chief and Dyna Chief power mow- 
‘ers and Superchief, Lawnchief, 
/Oneida and Pawne hand mowers 
will be featured in Better Homes 
'& Gardens, Country Gentleman, 

Farm Journal, Flower Grower, 
|Home Garden Guide, House Beau- 

tiful, House & Garden, Mechanix 
Illustrated, Popular Gardening, 

Popular Mechanics, Popular Sci- 
ence Monthly, The Saturday Even- 
‘ing Post and Sunset Magazine. 
'An illustrated eight-page catalog 

is being issued and dealer aids 
/will be provided. Gotham Adver- 
| tising Co., New York, is the agency. 


| Goodrich Boosts P-F Shoes 


Goodrich P-F (Posture Foun- 
dation) canvas shoes are being 
promoted by the footwear division 
‘of B. F. Goodrich Rubber Co. of 
|\Canada, Kitchener, Ont. Health 
‘features of the shoes are stressed 
and copy states that the Sports Col- 
lege seal of approval was awarded 
after the shoes were tested by a 
group of young Canadian athletes. 
The campaign is running in maga- 
zines, newspapers, trade papers 
and publications in the educational, 
sports and medical fields. Harry 
E. Foster Advertising, Toronto, 
handles. 


Telefilm Names Bud Lewis 


Telefilm Inc., Hollywood, maker 
of 16mm films, has named Bud 
Lewis & Associates, Los Angeles, 
to handle its public relations. The 
organization also has been named 
to direct public relations for Desert 
Provision Co., Palm Springs, Cal., 
distributor of meats and foods to 
hotels and restaurants. 


| Rex Cutlery Boosts Greene 


Meredith Greene, district sales 
manager for Rex Cutlery Corp., 
New York maker of scissors and 
/manicure implements, has been 
promoted to sales manager. She is 
said to be the first woman sales 
| manager in the cutlery field. 


Davidson Gets PR Account 


Allan A. Davidson Co., Boston, 
has’ been named to handle public- 
ity and public relations for the 
New England division of Canada 
‘Dry Ginger Ale, New York. 


——— 
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Conventions 


*Indicates first listing in this column. 

May 3-6. National Newspaper Promotion 
Assn., annual convention, Fort Shelby 
Hotel, Detroit. 

May 5-8. Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

*May 7-8. Public Utilities Advertising 
Assn., annual convention, Hotel Chase, 
St. Louis. 

May 13-15. National Assn. of Transpor- 
tation Advertising, annual convention. 
Santa Barbara Biltmore, Santa Barbara, 
Cal. 

May 18-19. Magazine Publishers Assn., 
34th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

*June 7-12. National Advertising Agency 
Network, 22nd annual management con- 
ference, The F »admoor, Colorado Springs, 


Colo. 

June &8-i:. N tional Sales Executives 
Inc., annua: convention, Chalfonte-Had- 
don Hall, Atian ic City. 


June 8-10. Assn. of Newspaper Classi- 
fied Advertising Managers, 33rd annual 
convention, Hotel Chase, St. Louis. 

June 10-12. American Marketing Assn., 
summer meeting, Montreal, Can. 

June 10-14. National Business Publica- 
tions, annual meeting, The Broadmoor, 
Colorado Springs, Colo 

*June 12-14. Federation of Canadian 
Advertising and Sales Clubs, annual 
convention, Hamilton, Ont., Can. 

June 14-17. Advertising Federation of 
America, 49th annual conventior, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Somer- 
set Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 


June 26-28. Northwest Daily Press 
Assn., summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 


June 27-July 1. National Assn. of Dis- 
play Industries, ‘“‘Christmas Convention,” 
Conrad Hilton Hotel, Chicago. 

July 6-11. First Advertising Agency 
Group, national convention, Benjamin 
Franklin Hotel, Seattle. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail 
Assn. International, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36h annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

*Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 9-10. Pennsylvania Newspaper Pub- 


Advertising Service 
annual convention, 


lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 
Oct. 11-14. American Photoengravers 


Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 
Oct. 12-15. Financial Public Relations 
Assn., 38th annual 
Cadillac Hotel, Detroit. 


Oct. 19-20. Agricultural Publishers Assn., | 


annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Conference 
of Women’s Advertising Clubs of the Ad- 
vertising Federation of America, Edge- 
water Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- 


ers Assn., annual meeting, 50th anniver- | 
Hotel and Club, Boca | 


sary, Boca Raton 
Raton, Fla. 


‘Lighting & Lamps’ 

Changes Name to ‘Lighting’ 
Lighting & Lamps, 

equipment trade monthly pub- 


lished by Krieger Publications Inc., | 
New York, has changed its name to} 


Lighting. 


In January the magazine’s lamp 


section was combined with another 
Krieger publication, under the 


name Modern & Traditional Lamps. 


Two Join Theodore R. Sills 


John C. Bohan, formerly with 
Chicago and Honolulu newspapers, 
and June A. Maguire, formerly as- 
sistant editor for the News, Glen 
Ellyn, Ill., have joined the staff of 
Theodore R. Sills & Co., Chicago 
public relations consultant. 


convention, Sheraton | 


lighting) 


‘Variable Condenser to Adams 


Variable Condenser Corp., 
|Brooklyn, has appointed A. D. 
Adams Advertising, New York, to 
‘handle advertising, sales promo- 
tion and public relations for its 
new u.h.f. television converter. 
Trade publications and direct mail 
are planned. 


Georgia Dailies Assn. Elects 
Don Collier, the Observer, Moul- 

trie, Ga., has been elected presi- 

dent of the Georgia Dailies Ad- 


vertising Assn. Other officers 
elected are George Biggers Jr., At- 
‘lanta Newspapers, v.p; Harry 
|Cannon, Theis & Simpson Co. (af- 
filiated with Howland & Howland), 
'secretary, and Tommie Haden, 
|News & Telegraph, Macon, treas- 
urer. 


Boosts Casat to Sales Head 

W. J. Casat, assistant sales man- 
ager for Wisconsin Great Lakes 
Coal & Dock Co., Milwaukee, has 


Meat Group Names leDonne 

Gerald D. leDonne, formerly on 
the staff of the Chicago Tribune, 
has joined the public relations staff 
of the American Meat Institute, 
Chicago. 


Hershey-Paxton Gets Two 


Hershey-Paxton Co., Detroit, 
has been named to handle adver- 


tising for Ash & Co., Detroit, fac- | § 


tory supplies and tool room equip- | 
ment handler, and its subsidiary, | 


been promoted to sales manager. |_T&T Tool Co. Ash recently bought Sea 


51- 


T&T, which was located in Tulsa, 
and is moving it to Detroit. Pre- 
viously, Gibbons Advertising 
Agency, Tulsa, handled T&T ad- 
vertising. 


i 
>= 
KING TYPO 


330 W. 42 ST.,M.¥.36 


Wf wWORL0’S FOREMOST FOREIGN: 
LANGUAGE T RAPHIC SERVICE 


| 


Middle 
dealer, 
Walter 


Agency, has 


products. 


“more business 
than any 
other dealer’ 


LIDDON PONTIAC, INC., 
Tennessee's largest 
through its agency, 
Speight Advertising 


been a consistent 


user of WSM-TV time. 


How successfully has television 
sold for Liddon Pontiac? Here is 
the story in the exact words of 
its president, W. M. Liddon: 


‘.... We have been able to 
pinpoint television results and 
can give you credit for many 
successful selling jobs. 
example, in November and 
December when the used car 
market was low, we ran a special 
promotion and did more business 
than any other dealer.” 


For 


Used cars, coffee... whatever 
you have to sell in the Nashville 
market, WSM-TV can show you 
success stories for similar 
For full facts, ask 
Irving Waugh or any Petry man. 


Channel 4 


WSM-TV 


Nashville 
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3-D BOOSTERS—Frank V. Birch (left), president of Klau-Van Pietersom-Dunlap, Mil- 

waukee, discusses the third dimension with Hollywood’s Harold Lloyd who was on 

hand for a “3-D Jamboree” staged by David White Co., manufacturer of the Stereo- 

Realist three-dimension camera, for its dealers. Klau-Van Pietersom-Dunlap is the 
agency for White. 


JACKPOT DISPLAY—A display board in the new reception room Advertising Inc. Admiring it are (left to right) H. L. Hicks, presi- 
of Hicks & Greist, New York, shows off copy which took four dent of the agency; Thomas J. Nokes Jr., v.p., Outdoor Adver- 
Associated Business Publications awards and two from Outdoor  tising, and William K. Beard Jr., president of ABP. 


BUSINESS AND PLEASURE—At the 35th annual convention of the American Assn. of Advertising Agencies, & Rubicam; Stockton Helffrich, National Broadcasting Co.; Joseph W. Gannon, New York Times, and 
the photographer found the social group at left consisting of (from left) Charles Devine, Devine & Brassard, Frank Braucher, Magazine Advertising Bureau. Henry M. Stevens (far right), J. Walter Thompson Co., new 
Spokane; Mrs. Gordon E. Hyde; Mr. Hyde, of D’Arcy Advertising Co., New York, and Mrs. Devine. The chairman of the Four A’s, takes congratulations from retiring chairman John P. Cunningham, Cunningham 
center foursome participated in a panel on improving advertising content. They are Ken R. Dyke, Young & Walsh, as Earle Ludgin, Earle Ludgin & Co., new vice-chairman, looks on. 


PUBLISHERS’ TURNOUT—Covering the American Newspaper Publishers Assn. conclave, AA found Herbert Harold S. Barnes, director of the Bureau of Advertising; Stuart M. Chambers, St. Louis Post-Dispatch, chair- 


W. Beyeo (top row, left), general manager of Hearst Advertising Service, talking with Marshall P. Trippe, 
ad director, and Nelson J. Quimper, general manager of the Baltimore News-Post, and Walter A. Young, 
associate publisher and ad director of the New York Journal-American. At center are Grove Patterson, 
editor-in-chief, Toledo Blade; Herbert W. Moloney, head of Moloney, Regan & Schmitt; Frank L. Taylor, 
publisher, Milwaukee Sentinel; LeRoy F. Newmyer, v.p. and advertising director, Toledo Blade, and Eugene 
J. Lemcoe, director of advertising, Houston Post. Guests at the John Budd Co. party (top right) were Joseph 
A. Kowalski, Budd Co.; Mrs. George H. Lewis and Mr. Lewis, v.p. and general manager, Progressive-Index, 
Petersburg, Va.; Mrs. Walter L. Grant, Bee-Register, Danville, Va.; James A. Crouse, Budd Co., and Hugh B. 
Patterson, publisher of the Little Rock, Ark., Gazette. In the center row are (left) Paul C. Hitchcock, 
publisher of the Tribune, Hibbing, Minn.; Morgan Murphy, publisher of the Telegram, Superior, Wis., and 
owner of Murphy Newspapers; Oscor S. Stauffer, publisher of the Topeka State Journal and owner of 
Stouffer Publications, and J. R. Snyder, publisher of the Gary Post-Tribune. In the second row, center, are 


man of Phe bureau's board; Laurence T. Knott, ad manager of the Chicago Sun-Times, and William G. 
Chandler, president of Scripps-Howard Supply Co. and Scripps-Howard Investment Co. At right (second 
row) ex-President Herbert Hoover talks with Oveta Culp Hobby, new Secretary of Health, Education & Wel- 
fare; W. P. Hobby (left), president of the Houston Post, and Edwin S. Friendly (right), of the New York 
World-Telegram & Sun. In the bottom row (from left) are Irwin Maier, publisher of the Milwaukee Journal; 
UN Secretary-General Hammarskjold (right), and Edwin S. Friendly, New York World-Telegram & Sun. In 
the middle (bottom row) are John C. Ottinger Jr., general sales manager, Bureau of Advertising; Douglas 
Taylor of J. P. McKinney & Son, and A. G. Glavin, New England Publishers Assn. The group at bottom 
right consists of Frank G. Morrison, business manager of the Pittsburgh Press; Frank E. Tripp, board chair- 
man, Gannett Newspapers; E. M. Dealey, publisher of the Dallas News; George F. Hartford, advertising 
director, Chicago Daily News, and George C. Biggers, president of Atlanta Newspapers Inc. and new head 
of the ANPA. 
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look at the opposite page? 


Because, as Advertising Age knows: Nothing interests people like themselves! 


‘TO DOUBT, again this week, you scanned 

the opposite page with interest. Looking 

for names you know. Looking, maybe, for men- 
tion of yourself. 

Names —especially in your advertising frater- 
nity—make up the “best-read” page in almost 
any book of the trade. 

And nobody knows it better than Mighty 
METRO. 

Nothing interests people like themselves is the 
big basic truth that makes Mighty METRO your 
biggest basic buy in Sunday magazines today. 


Nothing sells people 
like METRO 


MIGHTY METRO magazines are individually owned, 
edited and distributed by these leading American newspapers: 


Metro’s set-up, remember, is based on this 
local, close-to-home interest. 

Unlike other Sunday media, Mighty METRO 
is not a nationally-syndicated, centrally-edited, 
single magazine issued coast-to-coast. 

Rather, it is 27 different magazines; each 
a locally-edited “key to the city”, each with 
“home-town” stories—as well as those of uni- 


versal interest, each part and parcel of a top 
newspaper. 

Result is Metro Sunday magazines rate “best 
read”. Retail ads and national ads get tremen- 


MILWAUKEE Picture Journal 


dous attention... get unbeatable action for all 
advertisers. ; 

Put this network all together and you have 
the most sensational Sunday magazine circula- 
tion in the world—over 14,000,000 every week 
and 35,000,000 readers! 

It’s all right there in your major markets — 
giving you advertising dominance where domi- 
nance pays off. 

Lock into Mighty METRO and you'll see 
nothing sells people like METRO because 
nothing interests people like themselves. 


35,000,000 
READERS 
EVERY SUNDAY 


$T. LOUIS Globe-Democrat Magazine 


CLEVELAND Plain Dealer Pictorial Magazine 
DES MOINES Register Picture Magazine 
DETROIT News Pictorial 

and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine PITTSBURGH Press Roto Magazine 
LOS ANGELES Times Home Magazine PROVIDENCE Journal Magazine — The Rhode Islander 


Metro Group Editorial Bureau (New York) MUrray Hill 9-8200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. + Sales Offices for Metro Magazines and Metro Comics... NEW YORK: MUrray Hill 9-8200 
CHICAGO: WHitehall 4-2280 - DETROIT: TRinity 2-2090 + SAN FRANCISCO: GArfield 1-7946 + LOS ANGELES: Michigan 0259 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 


and/or Post-Dispatch — Pictures 
ST. PAUL Pioneer Pictorial 
SEATTLE Times Pictorial Section 
SPRINGFIELD Republican Rotogrovure Section 
" SYRACUSE Post-Standard Pictorial Gravure Magazine 
WASHINGTON Star Pictorial Magazine 


MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Times-Picayune & States — Dixie 
NEW YORK News Coloroto Section 
PHILADELPHIA Inquirer Magazine — Today 
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Wee, So ag ® 


For an Agency Job 


Go to Your 


(Continued from Page 1) | 
facturers and other non-agency 
spots. 

This report will consist largely | 
in printing the letters themselves, 
with identities concealed, of course. 
(Only two answers were anony- 
mous.) 


s But first, here’s what the replies 
generally show: 

Friendship—it’s wonderful when 
you want to get a job. Friends had 
more to do with most of these 
people getting their new jobs than 
any other factor. But plenty of 
other routes to jobs were men- 
tioned. Some let the jobs fall in 
their laps. Some got them through 
employment agencies, others 
worked it strictly by direct mail, 
others by “going the rounds,” and 
so on and so forth. Or several 
methods together did the trick. 


es As for why they made the 
change, the writers of these let- 
ters gave many reasons. Reticence 
was notably lacking in this regard. 

Not surprising, of course, was 
the fact that most wanted to make 
more money—or did make more, 
at least, regardless of their main 
reasons for taking the new job. 

The term “dead end” came up 
often. Apparently, a lot of agency 
people move to a new agency, or 
move into agencies from related 
fields, because they realize they 
have gone as far as they can where 
they are. 

Here are the reasons most fre- 
quently given for changing jobs: 
Needing more money; wanting 
more responsibility and chance to 
get ahead; greater employe bene- 
fits; more pleasant environment; 
wanting to get into an agency, and 
out-and-out needing a job. Most 
answers listed several reasons for 
changing. 


s As for how they got their jobs, 
at least a score of methods were 
described. It’s hard to make a 
breakdown, but generally this is 
the way these 35 people managed 
to hear about their new positions: 


Through “friends” ........... 10 
Through former associates .... 7 
Going direct to agencies ...... 4 
POOWINMOR BEB voice cc ccc sces 4 
Employment agencies ........ 4 
Job fell in their laps .......... 4 
Direct mailings .............. 1 
Brought in accounts .......... 1 


A similar breakdown for why 
they took the particular jobs they 
took stumps this writer. It’s safe 
to say, however, that almost all 
the answers came from people who 
are happy they made the change. 
(Of course, these replies came not 
long after they took the jobs. May- 
be a year from now several won’t 
feel so enthusiastic. And some who 
did not reply no doubt failed to 
do so because they took jobs they 
didn’t particularly want.) 


w One of the two anonymous re- 
plies was among the most signifi- 
cant. It helps explain why this is 
not a_ statistics-laden study. It 
read: 

I never have written anony- 
mously. But I feel I should in 
this case because I do want to 
help you with material for your 


story. In giving you my experi-_ 
ence, I have to blast my former | 
agency. And you never can| 
tell... 

Put it any way you like—I| 
changed for more money or I) 
changed for more status in a 
more responsible job. Those two 
items come concurrently in any 
agency, but they came much too) 
slowly in the agency in which I 
began my career. 

In your first agency, you are 
the fuzzy-cheeked copy cub, or 
layout man, or assistant account 


Friends 


man—or whatever—iong afte1 
you’ve become something quite 
different. Other agencies recog- 
nize you for what you are and 
are willing to pay the current 
market price for it. In my case, 
that was several thousand high- 
er. 
For proof of that statement, 
consider this: When I gave no- 
tice, I was offered a raise of 
approximately two-thirds of the 
increase offered by the new 
agency. That would have never 
happened if I had never lined 
up another job. I turned it down 
because I was disgusted with 
a wage policy that calls for sub- 
stantial increases only when one 
threatens to leave. 

As to how I found my present 
slot—I used several methods. 
Personal solicitation by phone 
and letter, tips from friends in 
the field, employment agencies 
specializing in advertising. 

The lead finally came from a 
school friend who now runs an 
employment agency. That’s 
about 50% personal contact, 
50% employment agency. I’ll 
probably wind up in your statis- 
tics as a “1%” in two different 
columns of figures. 


ws The other anonymous letter was 
just as typical—whatever “typical” 
means in this study. It read: 

1. How did I hear about the 
job? 100% through friendship. A 
friend of mine, who knew I was 
interested in a change, men- 
tioned my name to a friend in 
another agency. Our meeting 
was for friendship’s sake only. 
A few weeks later a job opened 
up and I was invited for further 
talks. 

2. How did I go about getting 
the job? I made no special pro- 
motional effort. The agency 
needed a man of my specialty. 
I filled the bill. 

3. Why did I decide to change? 
Growing dissatisfaction with the 
advertising policies of my for- 
mer clients made me interested 
in a change. Then, the particu- 
lar challenge and the unusual 
competitive problems involved 
in the new offer encouraged me 
to make the move. In addition, 
I was trading myself up agency- 
wise, moving up into a higher 
rated agency. 


w Those letters that came from 
people who move into agencies 
from other fields also fell into a 
pattern. In most there was ex- 
pressed a faith that agencies offer 
more pay, more opportunity to 
advance in job responsibility and, 
if we interpret some of the letters 
right, glamor. 
Here are examples: 


‘...1 was employed as staff 
anncuncer and newscaster... 
became exposed to the opera- 
tion of advertising agencies and 
it seemed to fascinate me. Upon 
inquiry, I learned the potential 
in advertising and also found 
my present employer to be ex- 
tremely well-thought-of in the 
game. I applied to Mr. 
and when a vacancy arose, I 
joined the agency.” 


“I was completely happy and 
satisfied in the grocery business 
when two executives from the 
agency approached me out of a 
clear blue sky. 

“The decision to make the 
change was based on the follow- 
ing factors: had formerly been 
with an agency and liked agen- 
cy life; the economics, responsi- 
bilities and title sounded in- 
triguing; I visited the agency 
and met the people. The first 


| tipped the scale.” 


| two reasons set the thing up but | 


the final reason (the people) 


8 “Heard about the job through 
a friend—the in the 
agency I work for...I had never | 
worked for an ad agency, but 
had wanted to. I took the job 
because of the opportunity it 
offered to see what ad agency 
work was like and the oppor- 
tunity to stick with advertising 
as a career.” 


“I decided to make a change 
of employment in order to gain 
greater job responsibility, more 
money and change from a man- 
ufacturer to an agency (in that 
order of importance).” 


“In my particular case the 
change was motivated by the 
usual reasons: after several 
years as the head of a packag- 
ing company plus several years 
as a network executive, a place 
with a top agency seemed in- 
dicated. It was, I did and that’s 
that.” 


s “For the past six years I was 
advertising manager of [a 
large department store]. ..There 
aren’t too many avenues open 
in a retail establishment for an 
advertising manager. In a mer- 
chandising organization it is 
just fundamentally true that 
merchandising people go up. In 
my case there was one better 
job to be had—v.p. in charge of 
sales. Since this spot was filled 
by a man who likes the position, 
is still reasonably young and is 
performing very competently, 
the move up didn’t seem to be 
an immediate prospect. There- 
fore, I decided to move in an- 
other direction.” 


“T heard about this job open- 
ing from the agency itself. I 
had recently been discharged 
from the Army and had spread 
the word around that I was 
looking for work...I wanted to 
get into an agency because I 


thought I’d be happier there. I} 


told several friends...and word 
eventually reached the agency. 
They called me up and we got 
together and here I am. I don’t 
regret the change from ad man- 
ager [of an automotive firm] to 
agency man. It’s a lot easier to 
work around advertising people 
than it is to be the lone adman 
in a company...” 


= There were others outside of 
agencies who wanted in, like the 
young man who walked a lot of 
streets looking for a radio or TV 
job after “intense training in writ- 
ing and producing,” and got one on 
a six-month probationary basis. 
And the newspaper copywriter 
who “knew agencies paid better 
than newspapers, studied agencies 
and their accounts and decided to 
try at »’ which he did and 
where he landed (at considerably 
more money). And a couple of men 
in one city who were both in me- 
dia jobs without foreseeable fu- 
tures and are now both in “wind- 
fall” jobs at more pay and big job 
opportunities with the same agen- 
cy of their dreams. 


a There was one other letter from 
a man who came from the non- 
agency world to an agency whose 
particular Odessey (winding up 
as an agency executive), is notable. 
It reads in part: 

First, the enclosed summary 
of business experience is brief 
and to the point. I found it 
opened many doors. I would 
heartily commend some form of 
Mimeo’d or offset resume as a 
must for anybody changing 
jobs. 

After some rather heavy pub- 
lishing experience I found I 


was in a dead end, and hav- 


ing spent some hard-working 
months at direct mail solicita- 
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Advertising Employment Specialist Says 


Agency Placement Is 


New York, April 28—‘“New ideas 
in the creative side of advertising 
are being stifled because em- 
ployers, be they advertising agen- 
cies or national advertisers, insist 
on playing it safe.” 

This declaration came from Jerry 
Fields, head of Jobs Unlimited, 
employment agency, at a meeting 
of the Metropolitan Advertising 
Men last week. 

In filling thousands of jobs in 
the advertising field each year 
there is ample evidence to prove 
that employers, particularly the 
big billing agencies, will not take 
a chance on a copywriter, artist or 
account executive, however bril- 
liant or promising, unless his ex- 
perience is right in line with the 
specific job opening, he added. 


@ This situation, in fact, works a 
hardship on the employer as well 
as the employe. It limits the com- 
petition. Instead of many men 
trying for a position, only a select 
few qualify. To get some of these 
men, the employer has to pay a 
saiary far in excess of the worth 
of the man or the job. 

“It boils down to a game of 
musical chairs, in which 12 com- 
panies or agencies in a _ specific 
area of business are competing for 
the services of 11 specialists work- 
ing on the same type of product or 
service for another employer,” the 
personnel agent said. 

“There is always one job open, 
and the employer, in filling the 
vacancy, must bid a higher salary 
for the services of one of the 11 
specialists. Eventually the 11 men 
move—at increasing  salaries— 
through the cycle of 12 jobs,” he 
said. 


a While this seemingly works to 
the benefit of the employe, it 


Like Musical Chairs 


really does not. For any number 
of reasons one or more of the 12 
‘jobs might disappear—agency or 
|company merger, for example— 
‘and the specialist is faced with a 
|real problem. First, he is special- 
ized in no other line and second, his 
‘salary has increased so that he is 
priced out of the job market. 

To resolve this situation he must 
‘look for a job opening as close to 
his specialization as possible, or 
|start specializing anew in another 
‘line. Either choice means a po- 
|sition of lower prestige and de- 
\cidedly lower income. 

“It is a fact that the nature of 
ithe advertising business classifies 
‘it as one line of employment of- 
\fering the least amount of se- 
curity,” Mr. Fields said. “A man 
must be entrenched in his particu- 
\lar area of advertising before he is 
'40 or he is in for some real grief.” 


'@ “Because of its emphasis on 
| youth—with the possible exception 
|of artists and copywriters—adver- 
tising men over 40 are in a most 
|difficult situation when job hunt- 
‘ing,” he said. 

| Such men must be so solidly en- 
'trenched in their career that their 
reputation in the profession can get 
|them a position. If they are not, 
the employment agency can not do 
too much to help them. 

Urging the members of his audi- 
ence not to be “fish or fowl,” but 
|a “specific fish or a specific fowl” 
if they want to progress in adver- 
\tising, Mr. Fields said he sees no 
‘immediate hope for changing the 
| present system of hiring men who 
are “safe,” rather than taking a 
'chance on a man who is brilliant. 

“Above all beware of the danger 
of doubting your own ability be- 
,cause you are out of a job for a 
| while,” he concluded. 


tion, etc., I finally found that a 
former business associate knew 
an agency man in who 
might be interested. He inter- 
viewed me and I moved to 
as account executive. 
But this was another dead-end 
when the agency lost [one of 
three] major accounts. 

I had two leads of men look- 
ing for an advertising man. One 
was a manufacturing concern, 
where the advertising man was 
polite and interested. I was re- 
ferred to the personnel execu- 
tive who took up my time and 
a Saturday morning and finally 
told me that after all I was a 
little old, they wanted young 
men in their organization, the 
president was young, the work- 
ers were young, etc., etc. 


This is the height of some- 
thing or other. First, he knew 
my age before he asked me to 
come in. Second, in this day, 
ability, experience and alertness 
should be the only requirement 
...50 say something about the 
stupid firms who have middle 
aged or older personnel execu- 
tives who blandly talk about 
men being too old for their or- 
ganization. In this case the firm 
in question is a national organ- 
ization. I have them black-list- 
ed. I, through various connec- 
tions. ..exert a considerable in- 
fluence on the buyers of their 
product. In fact, whenever I 


order that type of merchandise, | 


I will mark my orders “send 
me any brand except é 
Some day I will run off a piece 
of copy saying “The 
brand products are only for 
young people, don’t buy them.” 


s Among those changing from one 
agency to another, there were 
those who wanted to get 
smaller agencies. “I wanted to be 
a little bigger frog,” said one. “I 
decided that while there was some 


into | 


pressure in a smaller agency, it 
wasn’t as intense as in a larger 
one.” 


Another wrote: “I left [a large 
agency] because I felt it was get- 
ting too departmentalized. I want- 
ed a smaller shop with an oppor- 
tunity to advance. [My former 
boss] suggested I join him when 
he got settled...” 

Said another: “This agency is 
small, decidedly smaller than any 
other agency I’ve been with. I felt 
perhaps it was time to work with 
a smaller group and maybe bring 
some of my experience to an agen- 
cy that could use it to greater ad- 
vantage than in a large agency 
where there are many others of my 
same calibre. I also felt that in 
a shorter time I could get into a 
supervisory position.” 

Then there were those who 
shifted agencies in part to move 
to other cities for personal rea- 
sons. (For one, the South had 
proved too hot.) 


e And many had their personal 
reasons. Some didn’t define these. 
For example: “A former associate 
of mine, who had left to 
become of this agency 
heard that I was unhappy in my 
old connection for a variety of 
personality reasons. They needed 
|a man with a background similar 
ito mine, so I was asked to take 
|the job. ..There was an income im- 
| provement in the picture, but that 
was not my reason for leaving...” 
| One man who landed a _ job, 


-”| after following up a newspaper ad 


‘and winning out after “a long 
| processing,” had this to say about 
/his former boss: 

“T was the first employe hired 
by a one-man agency in 1949. 
It seemed to be a great oppor- 
tunity. ..As time went on, I saw 
all the promises made me go by 
the wayside. We picked up new 
accounts, added more people 
and I was the No. 2 man strug- 
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gling along on a small salary 
which grew only when I asked 
for a raise...After three years, | 
I enumerated all the unfulfilled. 
promises. The boss’ reply was, 
‘If you think you can do better 
elsewhere, you’re free to go at 
any time.’...In two months I’ve 
learned more here than a whole 
year at my last agency. Oppor- 
tunities for growth, both finan-| 
cially and in experience, are un- 
limited.” 
@ There were several others who 
complained that “insiders” have’ 
comparatively no recognition. One 
put it this way: “...This situation | 
will continue until employers look 
on people who have been with 
them for a long time, and who 
have given so much of themselves | 
to the same cause, with the same, 
interest and excitement with which 


they view new people or people | w Several were looking for peace. 
working for Agency X at the other and quiet. One man who had a job. 


Size of agency was no protec-) 


tion—it was happening in the 


best of them. In New York, this 


is the rule, rather than the ex- 

ception, as far as writers are 

concerned.” 

The writer went on to explain 
he had always daydreamed about 
joining “some Utopian agency 


where all the time wasted in poli-| 
ticking, browbeating and interne-| 
cine warfare could be spent on. 
doing the actual job. I felt my best) 
chance of finding such a paradise | 


would lie in bypassing the larger 


agencies (where I had previously | 


almost exclusively) 
equally, the bottom 
and-a-girlers’ and pouring my 
fire into the middle group. This I 
did and came up with the most 
wonderful job of my life. They 


been, 


couldn’t get rid of me with a club.” | 


and, | 
‘one-man- | 


end of town. ..My own change was fa]j in his lap (ah agency president 


brought about by acquaintances 
within the organization, who 
brought me and this job together 
at the right time.” | 

Another wrote: “I heard about. 
this job from an advertising per-. 
sonnel employment agent. I pre-| 
pared quite an exhaustive sum- 
mary...This, with samples of copy 
and proofs, was submitted to the! 
prospective employer. I was given | 
an interview and hired...In my) 
case I felt I had reached a dead. 
end. I found myself typed as a. 
neophyte. Any writer from the) 
outside seems to inspire more con-| 
fidence than one who has been de- 
veloped within the agency. Al- 
though my ideas and work were 
regularly used, they were absorbed | 
into the work of people whom I 
was supposedly assisting...The, 
copy I had te show won me the) 
first job for which I applied. Also} 
quite a handsome increase in sal- 
ary.” 


m Several persons obtained leads 
through advertising placement 
agencies. One’s experience: “This 
placement office was extraordinar- 
ily cooperative in the matter of | 
getting me interviews. Probably | 
because business conditions are 
very good at the moment, it did 
not take too long to make four 
worth while connections.” 

This person also recommended | 
that “anyone in my position be) 
extremely careful in the matter of | 
writing a detailed resume of back- 
ground and experience. This serves 
as an excellent vehicle to use in) 
presentation. However, I also be-. 
lieve that it is particularly ad-| 
visable to refrain from making un- | 
restricted use of a resume. Inde-| 
terminate mailings to Tom, Dick | 
and Harry can possibly do more. 
harm than good—particularly in 
the matter of locating a position. 
requiring quite specialized skills.” 


# It would be hard to find a more 
diametrically opposed letter to that 
than the following: | 

“I didn’t know there was an) 
opening. I was blasting by di-| 
rect mail, and hoping that the 
right piece fell on the right desk | 
at the right time. 

“IT used direct mail and em- 
ployment agencies exclusively. 
I dropped four different mail-. 
ings to 200 copy chiefs (or their 
equivalent), totaling 800 pieces 
in four months of job-seeking. 
The fourth mailing piece got 
me the nod. It was the simplest 
of the lot, did not have a cover 
letter. Some of the pieces were 
quite elaborate. The total costs 
ran over $200. 

The employment agencies 
registered with were 15 in num-. 
ber, who, between them, got me. 
48 alleged “interviews,” largely 
from brain-pickérs, fly-by- 
nights, etc., most of whom had 
no job available at all but who 
find that by announcing that 
they do have (and conducting 
“auditions”) they get a contin- 
uous supply of material, all free. , 


called him up, at the suggestion of 
a publisher’s representative) said 
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You can see, the first time your secretary touches 


the keys . 


. how much easier the IBM Electric 
Typewriter operates. : 


The very first line of typing shows you how much 
clearer and neater your letters, reports, and office 


records will be. 


You realize quickly, too, how much more time 
this energy-saving typewriter allows your secretary 
for other important office duties. 


_ Isn’t it time you, too, had the benefits of IBM’s 
in your office? 
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IBM, Dept. AO-1 
590 Madison Ave., 
New York 22, N. Y. 


O I'd like to see the 
IBM Electric Typewriter. 


O Please send brochure. 
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he would gain financially by his 
move but his basic reasons for 
changing jobs were: 

“1. Employe benefits, none of 
which existed in the old place of 
employment. 


“2. Having gone as far as I could 
in my old job, the new one seemed | 


to present new opportunities. ‘much more pleasant than my old 
“3. The old job had become hec- connection.” 

tic to the point where a change. 

seemed advisable, purely from the ® In general, however, there were 

standpoint of my desire to live a| fewer of these letters about get-. 

little more normal life. ting a more relaxed spot than one 
“4. The environment surround- would expect for so exacting a. 


ing the new situation was, in total, business. Most answers were from 


4 70,000 Quad-City households are i 
i 98% radio owners... reach them i 
i effectively with low-cost WHBF radio! 


WHBE = (4) | 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 
ea A ns heonpingd by Avery. “Knodel, Inc. 


people who appear to feel no strain | 


Another in the lap-catching| 


business: To wit: 


the agency call me. Was not 


to fulfill, and on what basis) 


= er >, 


om Qe El 


edged need of someone to do 
these things and met my de- 
mands with only slight changes. 

I wanted the opportunity to 
contribute broadly to better. 
marketing and creative think- | 
ing; to contribute definitely 


© a8 rug 00? 


to the agency’s growth, and had | 
the feeling that the agency defi- | 
nitely needed me. 

Although not on anybody’ s| 
payroll at that time, I would not 
have joined this agency with-. 
out the above—regardless of. 
money. | 


over agency work and probably | @ Naturally, those who heard 
don’t have the legendary ulcer. | about jobs with agencies and went 
after them, or even those who were. 
category seemed to have nothing approached by the agencies, got. 
on his mind except the agency their jobs only after talking with | 
| their future employers. Those who. 
A business acquaintance had went into the details of this made 
it clear, usually, that a good re- 
interested in agency’s original)sume helps greatly. Frequently, 
proposal. Told them what com- | interviews were set up only after 
bination of functions I preferred resumes had been submitted. 
Sample books were declared a. 
(salary and bonus, equity pros-_ “must” by several writers. Here’s| 
pects and title). They acknowl-_ one such report: 


I was fortunate enough to. 
have a large number of pretty 
impressive samples which I, 
mounted. I then called the copy | 
chiefs at 10 or 12 agencies, told 
them what had happened | 
(which was easy because, of 
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course, everyone “on the street” 
knew about it [the agency los- 
ing an account and letting sev- 
eral go] and recognized it as 
an occupational hazard) and 
made appointments to show the 
samples. I discussed with my 
copy group head...the amount 
of money I should ask for in 
view of my experience and 
stuck to that. I made up a short, 
concise resume of my copy ex- 
perience together with personal 
statistics and educational back- 
ground and had 50 multilithed 
copies run off. The whole thing, 
covering 12 years of experience, 
took less than two pages. These 
I handed to each man who in- 
‘terviewed me before I spread 
out my two sample books. 

Perhaps that’s not the best 
way to get a new job but it cer- 
tainly worked for me. In about 
three weeks (two weeks of in- 
terviews) I had four good defi- 
nite offers in the price bracket 
I had decided on. 


# Another copywriter made this 


Sam Thurman and Mathieson Chemical 
Build A Bigger, ; 
Richer Baltimore 


Big, bustling Baltimore is a booming industrial 
center of many different industries. The im- 
portant Mathieson Chemical Corporation is lo- 
cated here. Mathieson is one of the nation’s 
largest producers of sulphuric acid. Their pro- 
duction of this “work horse” of the chemical 
industry, coupled with that of other Baltimore 
manufacturers, makes this city the U. S. center 
for the most important of all man-made chemi- 
cal compounds. Sulphuric acid is essential to 
the production of so many different products 
that its national consumption is considered the 
index of business prosperity. 


Sam Thurman is superintendent of Mathieson’s 
sulphuric acid plant in Baltimore. He has been 
a Mathieson employee for 34 years. Sam is al- 
ways on-the-job whether at the plant or “re- 
laxing” in his home with a technical book. 
Bigger, richer Baltimore has many thousands of 
steadily employed, substantial citizens like Sam 


Thurman . . . and they're prime prospects for 
your products. 


Ever-expanding payrolls and paychecks make 
Baltimore a real “buy-word” in the nation’s 
market place. Progressive Baltimore's workers 
benefit from’ widely-diversified, booming in- 
dustries. They earn steadily all year ‘round. To 
tap this rich market, advertise in the news: 
papers with the largest evening and Sunday 
circulation . sell more-than-half of Balti- 
more’s families through the pages of the News- 
Post and American. 


Baltimore News-Post 
and American 


Represented Nationally by Hearst Advertising Service 


+ oe ed 


|report: 

| Here’s the way it worked for 
me in my latest move—A, B, C 
simple! 

(A) Dissatisfied with present 
job for personal reasons, got in 
touch with friend working for 
agency I was interested in. 

(B) Friend arranged inter- 
view with copy director. 

(C) Copy director liked proof 
book enough to carry ball from 
there and sold me to top brass. 

If you’re a writer and have a 
good proof book and a clean 
shirt, you hardly have to say 
a word. Timing, of course, is 
important—and it helps if there 
is a vacancy. Still, if your book 
is “hot” enough, the larger or 
more aggressive agencies will 
fit you in regardless. 


Booz, Allen Finds 
Postwar Increase in 


Executive Turnover 


Cuicaco, April 30—American 
business executives have been 
switching jobs at a considerably 
faster rate postwar than prewar, 
and they are fairly well agreed on 
the reasons why. 

That is the conclusion reached 
in a research report released to- 
day by Booz, Allen & Hamilton, 
management consultants. 

In the 1948-52 period, industry 
was adding executives 46% faster 
and losing them 29% faster than 
it did during 1938-42, the Booz, Al- 
len analysis found, after checking 
more than 1,000 executives in 100 
companies representing 14 major 
industries. 


# More surprising were the re- 
sults of its interviews of 422 job- 
seeking executives ranging from 
presidents to department heads, in 
which the leading question was: 
“Why did you leave the firm?” 

The inquiry revealed four big 
_Teasons for quitting (after extract- 
| ing the one-sixth who were simply 
‘laid off). Substantially the most 
‘important was—not money, which 
/ranked a modest third—but the 
desire for a bigger job and more 
responsibility. About 30% of ex- 
ecutives quizzed cited that reason. 

Second as a cause of separation 
was the need for “greater oppor- 
tunity for future growth,” the 
Booz, Allen poll found. Third was 
increased income, and, ranking a 
close fourth, disagreement with 
management policies. 


_@ Altogether, one or more of these 
four reasons for quitting were giv- 
-en by nearly two-thirds of the de- 
| parting execs. 

Also revealed in the Booz, Allen 
interviews was that the causes for 
executive departures are the same 

| whether the companies they leave 
are large or small or in durable or 
non-durable goods industries. 
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a Bacon, Hartman Names Gober| Appoints Foltz-Wessinger 
5= out ening prattnae foe William Gober Jr.. formerly| Lewisburg Chair and Furniture 
“a Wat -rman’'s. executive news editor for the|Co., Lewisburg, Pa., has appointed 
7 - Chronicle, Augusta, Ga., has been | Foltz-Wessinger, Lancaster, Pa., to 
id appointed manager of the new| handle advertising and promotion 
1e Jacksonville, Fla., office of Bacon,| fcr Pennsylvania house furniture. 
Ly Hartman & Vollbrecht, St. August- 
ine, Fla., agency. Offices have been P 
at opened at 1558 San Marco Blvd. Cosmas Joins Westheimer ‘ 
d George Cosmas, for 12 years in 
F the sales promotion and advertis- 
t, Gray to Cunningham & Walsh ing department of John Deere 
= Thrasher T. Gray, formerly on} Plow Co., has joined Westheimer 
al the public relations staff of Cur-|& Block, St. Louis agency. 
i tiss-Wright Corp., Wood Ridge, 
d N.J., has joined the public rela- tux 
g tions department of Cunningham & ee ad 
“4 Walsh, New York. ae 
se . 
\- Issues Merchandising Guide __ STEIGERWALD 
id . “Merchandising Services Direc- 
APA AD ty tory,” a listing of media merchan- GOLD AND SILVER 
st ye : at dising services, is slated for publi- EMBOSSED SEALS 
"a hadi cm, ati Sept. 1 by Marshall Pub- Square or die cut, distinctive 
it — = soe — = (i. e. lishing Ce, New Vork. ~ shapes, single or sdiiedtered 
* q é i, — saan rT CONTINUOUS ROLL LABELS 
i- — me ULES LTT INE —). .. Fairmont Promotes Johnson Ungummed, Gummed, Pressure sensi 
—— | Lebron apap g yy gga et it, tive and Heat seal stock 
et j fh anne. Venaaaneee Walter Johnson, manager of the 
by Chicago sales office since 1948, Iii ‘e 
SIGN HERE—H. L. Kennedy, Canadian sales manager for L. E. ing the tryout are (from left) F. D. Waterman Jr., president of has been promoted to poultry and : LABE LS 6 
: Waterman Co., gets ready to test the new Waterman Flair ball the company; Robert Howse, executive v.p.; Charles S. Kerna- egg merchandiser for Fairmont 910 W. VAN BUREN CHICAGO 2 « TAYLOR 9 5400 
As point pen now being introduced to Canadian markets. Supervis- ghan, v.p. in charge of sales, and Lou Juster, v.p. Foods Co., Omaha. ved rd 
or } ‘ 
C Admen Told There’s Too Much Wasie, Not 
it Enough Ideas in Point of Sale Displays 
v { Cuicaco, April 28—There’s a |authority so that salesmen can con- 
lot of waste paper in point of sale sult them on promotions without 
-” displays and a shortage of ideas, a getting caught in a buyer-mer- 
St. Louis supermarket executive chandiser fight, he said. 4 Id 5 W il 
of ? declared last week. _ A third panel member, Tom aro ° a er 
“ f Speaking on a point of sale panel | Hamilton, Leo Burnett Co., Chi- M 
" : sponsored for agency men _ by cago, account executive on Green Seattle anager, 
ss i The American Home magazine, |Giant, said that point of sale should 
: Adolphe Zuzenak, sales promotion be aimed at tying down the na- MAILLIARD & SCHMIEDELL 
y manager of the Tom Boy food | tional ad program at the store Food Brokers, with offices in Seattle, 
“ store chain, said retailers want | level. To do this, he said, common Spok Portland, S F - d 
- ideas consumers can use in plan- | sense is required in that agency pokane, Portland, san Francisco an 
k ning meals. Manufacturers who men should know what retailers Los Angeles 
" i provide them instead of seeking want before they start dreaming 
only “domination of the product” | up promotions. : 
i ) in point of sale material usually says this about Tacoma: 
will get space in the store, he said. Study Canada Radio Changes 
Mr. Zuzenak also slapped at The broadcasting committee of 
manufacturers who don’t tell the the House of Commons, Ottawa, 
retailer how to display the material; has been told that modifications 
and provide inadequate mats for | will be made in the proposed radio : 
local advertising. Citing the abun- rege —_ hee 7 — nw * 
; : ;_|0 e anadian roadcasting T AS lk W L. ; 
dance of unsuitable display materi Soin.” Whi peteaned paimnenaaen acoma or et Lao ort : 
é al, he declared’ that he knows of | , , 
n were issued in October, 1952. The 
one grocer who makes $10,000 a Canadian Assn. of Broadcasters 
n ‘ : : a 
year on sale of it as waste paper. has objected particularly to  pro- Much of Our Sales Effort 
4 j . P | vision which would require sta- 
, ® Representing the manufacturer’s tions to devote between 30% and 
n view, Harold Kavalaris, General | 48% of weekly broadcast time to — AND SEAT TLE PROMOTIONS ARE 
Mills grocery products division |Canadian programs. - 
“ many of Mr. Zuzenak’s points. He Radder Joins WOOD Sales ST SSR OR os a a ae thease NRC oe 
a, added, however, that General Mills! Bruce M. Radder, formerly on ' 
has cut its point of sale budget | the 5 gna = by nyt nvene- : 
y sharply in recent rs and | COM, S., NAS [OLN Lhe saree © , 
rr ern A patie Ptmeg Sane HN of WOOD and WOOD-TV, Grand “It didn’t take us long to find out that the Tacoma 
n He emphasized that the manu-|*@P!ds, Mich. market is worth every bit of our sales and prome- 


tional efforts. It is a vital part of the prosperous 
and growing Pacific Northwest and important to 
our over-all business”, Mr. Waller said. “When 


facturer should realize that grocers 
8 are interested only in volume and 
turnover, and that display material | q 


Cascade Paper to Gardner 
Cascade Paper Co., North 
dams, Mass., has named Fred 


r . . . . . 4 . . 

should aim for that. Retail chains Gardner Co., New York, to handle discussing sales problems with our principals, we 

in turn should set up a line of| its advertising. always ask for the same promotional consideration 
i for Tacoma as we expect for Seattle. While only 
- Network Gross Time Charges 30 miles from Seattle, Tacoma remains a distinct 
n So Slee al th and different market and without it, the great Pa- 
n | urce: Publishers Information bureau cific Northwest is not completely covered.” 
: | NETWORK RADIO ae 

March March Jan.-March = Jan.-March THINK TWICE ABOUT TACOMA! It's a 

8 1953 1952 1953 1952 a separate, distinct, important market. 
a American Broadcasting Co......... .$ 2,797,544 $ 3,355,715 $ 8,010,829 $ 9,835,164 It's covered ONLY by the dominant pec sail 

Columbia Broadcasting System .... 5,513,015 5,154,077 15,339,508 15,103,981 News Tribune. That's why—on Puget * he 
st Mutual Broadcasting System ........ 1,974,699 1,826,527 5,398,908 5,126,208 Sound—you need BOTH Seattle and ae 
h ' National Broadcasting Co. ............ 4,340,845 4,184,074 12,414,383 12,535,445 Tacoma coverage every time. Ask 
e , FOE ci eiaalimoctisssintssninnioaien $14,626,103 $14,520,393 $41,163,628 $42,600,798 Sawyer, Ferguson, Walker Company. 
i. NETWORK TELEVISION KTNT 
1. American Broadcasting Co. ........ $ 1,720,946 $ 2,065,052 $ 4,806,870 $ 6,233,980 = a TV AM FM 
n Columbia Broadcasting System ..... 7,794,774 5,643,123 21,668,928 15,820,809 * * Transit Radio 
- i DuMont Television Network ........ 1,054,857 760,593 2,899,950 2,226,285 % 4 re 
e ' National Broadcasting Co. ........... 7,938,751 7,320,358 22,317,728 21,393,214 Call Weed & Company 

} WUE .. sacecesetonesctennssrinseteienoninsenerss $18,509,328 $15,789,126 $51,693,476 $45,674,288 

iS } - » 
a NETWORK RADIO TOTALS BY MONTHS | Think Twice about 
h ABC ces MBS NBC Total Sa arT pep ee ; 

JQNuary  oo.cecceeeee $ 2,674,622 $ 5,156,404 $ 1,786,134 $ 4,260,555 $13,877,715 Des at ? 

February  ........00 2,538,663 4,670,089 1,638,075 3,812,983 12,659,810 

e PARTE cascisiccsesrees 2,797 544 5,513,015 1,974,699 4,340,845 14,626,103 
= FOO ccccsccsectseres $ 8,010,829 $15,339,508 $ 5,398,908 $12,414,383 $41,163,628 
, NETWORK TELEVISION TOTALS BY MONTHS 
n / ABC CBS DuMont NBC Total 
r H SQROGTY — covececscecees $ 1,604,892 $ 7,129,226 $ 982,794 $ 7,558,448 $17,275,360 
e H February ............-. 1,481,032 6,744,928 862,299* 6,820,529 15,908,788* 
: TIE creriorcnscenees 1,720,946 7,794,774 1,034,857 7,938,751 18,509,328 
nd ene $ 4,806,870 $21,668,928 $ 2,899,950 $22,317,728 $51,693,476 


r *Revised as of April 23, 1953. 
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Plan Ad Budgets 
Five, Ten Years 
Ahead, Says Wagner 


ATLanta, April 28—“Advertising 


people fight too hard for this 
year’s budget and not hard enough 
for five years hence,” R. P. Wag- 
ner, advertising manager of West- 
inghouse Electric Corp., Pittsburgh, 
told the Atlanta Advertising Club 
last week. 

In stressing the need for funded 
reserves in advertising, Mr. Wag- 
ner stated that advertising men 
should make every effort to have 
their ad budgets set up on a long- 
range basis—even five to ten 
years. 

The Westinghouse executive 
pointed up the importance of an 
adequate and continuing advertis- 
ing budget. “Certainly advertising 
is too necessary a part of our sell- 
ing strength to be indulged—a lit- 
tle more, a little less—depending 
upon the pressures of the mo- 
ment,” he said. 

Mr. Wagner told his audience 
that the function of the advertis- 
ing department should be primar- 
ily to contribute to profits by help- 
ing to increase sales volume. 


® To do this most effectively, he 
outlined the following suggestions: 

1. Advertising must be related 
to specific marketing objectives; it 
must serve as a marketing road 
map. 

2. Advertising departments must 
be operated as a business—not 
merely by “creative geniuses,” but 
by business men. 

3. Advertising must be increased 
when sales fall off. 

4. Spending for promotional ac- 
tivity must bear its proper rela- 
tionship in the total cost of selling. 

5. Advertising must be inter- 
preted to the company’s sales staff. 

Discussing the necessity of in- 
creasing advertising when sales 
decline, Mr. Wagner recommended 
that enough be spent for a com- 
pany to hold its market in the face 
of increasing competition. The 
amount of the expenditure 
will depend, upon what the most 
successful competitors are doing. 

He emphasized his belief in 
the positive effect of advertising 
by saying: 

“Once you have a competitive 
product to sell at a competitive 
price, with competitive distribu- 
tion, you can add a competitive 
amount of advertising and promo- 


It takes more than 

taste to put your f 
product on the tongues of America's 
original “Captive Audience’— parents! 
Don't forget there's money in Sonny — 
and Susie, too, the boss product demand- 
ers! They yell for the soft drink that gives 
balloons — and they get it. Aad your sales 
message on PIONEER Qualatex “Floatin, 
a lloons advertises — an 


{ 
Any product moves faster with low-cost 
PIONEER balloons as package inserts, 


tie-ons or self-liquidators. Gorgeous 
colors, printed in non-fading crackless 
pigments. Service partment 


gives you ideas, samples, 
imprint information. 


Gere eite The PIONEER 


‘* Guaranteed a : 

Rubber Co , 408 Tif- 

Good Hoetenin fin Road, Willard, Obie 
svc are 


as 


sattoon YOUR SALES 


with PIONEER QUALATE 
“ (oP j,LBOARDS 
LonrinG © iiss 


tion to those factors—and the re- |. 
sult will always be increased sales 


ae and profits.” | DAZEY/, fan i ‘a 3 
Coast Agency Changes Name gg roc: 


| Irvin Siteman, formerly v.p. of 
_Glasser-Gailey Inc., Los Angeles, 
has joined Mottl Advertising 
Agency, Los Angeles, as an equal 
| partner. The agency will change 
its name to Mottl & Biteman, with 
offices at 6399 Wilshire Blvd. The 
Flintridge division of Oriental 
Foods Inc., Los Angeles, has named 
the agency to promote its new line 
of prepared foods, to be marketed | 
in the 11 western states. Newspa- 
pers, television, contests and store 
promotions will be used. 


RCA Issues Education TV Data 


The educational! division of RCA 
Victor division of Radio Corp. of 
America, Camden, has published a | 


n Food Fair Stores 


Back Local Talent 


in New TV Series 


| Wasuincton, April 30—Food 
Fair Super Markets have come up 
| with an unusual scheme for pro- 
|/moting community interest in a 
television series. 

| The chain has bought time on 
|'WMAL-TV to showcase various 
|community theater productions, 
|with a different group to be fea- 
| tured on each of 13 programs. Each 
/organization will get a fixed pro- 
| duction budget from Food Fair to 
| stage a one-act play for TV. 

| At the end of the run the sponsor 
'will present a cash prize for the 
|best female performance, male 
| performance, production and origi- 


booklet giving a complete analysis PLASTIC PACK—Dazey Corp., St. Louis, is) nal play. The winners will be se- 
of estimated equipment and oper-_ vsing this three-color display to move its lected by the viewing audience. 
ating costs for typical educational | ‘on openers into food store housewares | 


television stations. 
furnishes a guide to costs for both | 
u.h.f. and v.h.f. stations ranging | 


clear plastic package. 


The booklet sections. Each opener comes in a separate 


|® Food Fair managers in the vari- 
_ous communities will serve as un- 


ple facilities to high-power stations | ties. 


from low-power outlets with sim-| with complex, multi-studio facili- | official campaign managers for 
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(distribute official voting blanks to 


their customers. 

The first play to be spotlighted 
by the “Food Fair Theater Show- 
case” will be “Twenty-five Times 
Removed,” an original one-act dra- 
ma by Carl Eardly, a Justice De- 
partment attorney. It will go be- 
fore the cameras May 7 at 10:30 
p.m., EST. 

Commercials for the “Showcase,” 
which was placed through Alvin 
Epstein Agency, will be largely in- 
stitutional with emphasis on the 
community service aspects of this 
video project. 


Westeel Appoints Russell 


Westeel Products Ltd., Toronto, 
has appointed John G. Russell ad- 
vertising manager. He will direct 
advertising and publicity for the 
company’s eight plants across Ca- 
nada. 


Malley to Doremus & Co. 
Francis J. Malley, formerly man- 

aging editor of The Spectator, has 

joined the public relations depart- 


their local theater group. They will | ment of Doremus & Co., New York. 


Our own bit of Show Business” 


Vee 


—— 


you can 


be sure 


your national advertising is not generating this 


Manufacturers: Many retail stores are already planning 
promotions of drugs and cosmetics with the Guaranty Seal. If 


action, let us tell you more about GOOD HOUSEKEEPING. 


spotlights these drug and cosmetic brands 


This ad, in AMERICAN WEEKLY, April 
19th, focuses attention on drug and cosmetic 
brands guaranteed* by GOOD HOUSEKEEP- 
ING. It takes readers into Good Housekeeping 
Institute and describes the way every brand is 
investigated there before it appears in GOOD 
HOUSEKEEPING. It explains why the Con- 
sumers’ Guaranty is so important in choosing 
drugs and cosmetics, and... 


that have earned this Guaranty 


12,000,000 women readers are being told this GOOD HOUSEKEEPING 
story through the pages of these American Weekly newspapers: 


= \ 
Albany Times-Union Detroit Times Portland Oregonian \ | : 
| Baltimore American Los Angeles Examiner St. Louis Globe Democrat \\ 
od Boston Advertiser Miami Herald St. Paul Pioneer Express 
Buffalo Courier-Express § Milwaukee Sentinel San Antonio Light 
Chicago Herald-American New Orleans Item San Francisco Examiner 
Cincinnati Enquirer New York Journal-American Seattle Post-Intelligencer 
Cleveland Plain Dealer Philadelphia Bulletin Syracuse Herald-American 
Dallas Times Herald Pittsburgh Sun-Telegraph Washington, D. C. Times-Herald 


Retailers and Wholesalers: Buy newspaper adver- 
tising to tie in with this event. Take advantage of the great wave of 
increased interest in guaranteed brands. Feature the display 
material GOOD HOUSEKEEPING supplies for point-of-sale use. 


For further information on how to take profit- 


kind of retail 
York 19, N. Y. 


able advantage of this influential promotion, write Charles 
E. Joseph, Director of Drug Merchandising, GOOD 
HOUSEKEEPING, 57th Street at 8th Avenue, New 
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Advertising Age, May 4, 1953 


Robinson to Almay Division 


Richard M. Robinson, formerly | 
with the New York Journal-Amer- 
ican, has joined the advertising 
staff of the Almay division of 
Schieffelin & Co., New York. Mr. 
Robinson will coordinate mer- 
chandising of the spring campaign | 
for Alma cosmetics. 


Bonwit Teller Promotes Kegg 


Janet Kegg, assistant art director | 
for Bonwit Teller, New York, has | 
been promoted to advertising man- | 
ager for Bonwit Teller Co. of Phil- | 
adelphia. She succeeds Mrs. Bar- | 
bara Dezmelyk, who has been 
named advertising manager for 
Man Duskin Inc., Philadelphia spe-| 
cialty store. 


BRAND CONSCIOUS—Frederic R. Gamble (left), president of the American Assn. of 

Advertising Agencies, chats with three new officials of the Brand Names Foundation 

at a New York luncheon. The others (from left) are Don Francisco, v.p. of J. Walter 

Thompson Co., and Charles T. Lawson, v.p. of Nash-Kelvinator Corp., both elected 

vice-chairmen of the foundation’s board, and James Hill Jr., president of Sterling 
Drug Inc., executive committee chairman. 


Deasy to Merchandise Factors 
James D. Deasy, formerly assist- 
ant advertising manager of Anglo 


California National Bank, has O'Sullivan Boosts Lignante LeRoy Keeler F 
ne , y Keeler Forms Agency 
no a fg of Merchan- George F. Lignante, for the past! LeRoy H. Keeler Jr., formerly 
, ancisco. \three years manager of the L. H. an account executive with Hopson 
|& C. division of O’Sullivan Rubber | Advertising Agency, Philadelphia, 
Harold Siesel Co. Moves |Corp., Winchester, Va., has been | has formed his own agency, to be 
_ Harold J. Siesel Co. has moved | promoted to promotional manager known as Lee Keeler Inc., with 
its offices to 216 E. 49th St., New at the company’s Winchester head- offices in the Fox Theater Bldg., 
York. | quarters. Philadelphia. 
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Contests, Parties and ‘Freedom from Work’ 
Spark Westinghouse Appliance Drive 


MANSFIELD, Onto, April 28—Ca- 
dillacs for dealers plus a heavy 
schedule of magazine, newspaper 
and television ads have been lined 
up for Westinghouse Electric 
Corp.’s “Freedom Fair” appliance 
promotion. 

Keynote of this second annual 


drive for more range, refrigera- 


tor, dishwasher and laundry equip- 
ment sales links dealer open- 
house programs, or “fairs,” with 
“the freedoms that electric appli- 
ances provide.” 

“It is an intensive six-weeks’ 
promotion that brings a national 
selling message to dealers’ pros- 
pects every day,” said R. J. Sar- 
gent, Westinghouse manager of 
major appliances. “The whole idea 
of this promotion is to send pros- 
pects to the dealers’ Freedom 
Fair.” 

To encourage dealers further, 
Westinghouse has recommended 
that its distributors set up region- 


sure advertisers sell more 


drugs and cosmetic 


When you see this seal 


you can be sure 


The following drug & cosmetic products have been recently advertised in Good 
DS, Housekeeping and have earned our Guaranty. See how many you have—check them off | 


O Fauliess Rubber Velva-Tex O Pioneer Super-t boneties 
O Pond's Cold Cream 
O Finesse Flowing Cream Shampoo 
© Flamingo “Ski-Tip” Bob Pins & 
Nylon Hair Net 
~ O Frowmiila Fragrant Lotion 


O Pond’s Dry Stin Cream 
© Preti Radiant Shampoo 
DC Prom Home Permanent 
O Putnam Fadeless Dyes 


O Glo-ver Beauty Soap Shampoo 
O Glover's imperial Hair Tonic 
© Glover's Mange Medicine 
8B. F. Goodrich Co. 
© Rubber Gloves 
OC Sojourn Syringe 
© Water Bottles 


OO Tips 


© Rayex Sunglewes 

O Red Crows Conon Gatts 

© Renurit Odoriess Cleaner & 
Spot Remover 

© Royalty Haw Nets & Bandeaus 

© Health-O- Meter Scate D Sans Sol Sunglasses 

0 Dr. Scholl's Arch Support 

O Dr. Scholl's Zino-pads 

© Scotnes 


© lodent No. 2 Paste or Powder 
O tpana Tooth Paste 


O tvalon Sponges OC Shasta Cream Shampoo 
© Absorbine ir © Wwory Soap 0 Shuiton Torletries 
O Ace Hard Rubber Combs O lvy- Dry D Soft. Weve Tissue 
O Alka-Seltzer D Spotsus 


C Ammens Mediated Powder 

© Ambrosia Liquid Facial Cleanser 
OC Amuro! Ammoniaied Tooth Paste 
O Anacin 

O Avon Cosmetics 


© Jergens Lotion 
© Johnson's Baby Oi! & Baby Powder 
0 Johnson's Cotton Tips 


OE. R. Squibb & Sons 

© Stanbact 

O Stanley Home Products 

OC Stopette Spray Deodorant 

© Studio Girt Luxury Creme 

D Klean Spot Kit 

© Kleenex Tissues 

© Kleinert Adjustable Nylon Hair 
New 


Shampoo 

OC Bactine Antisepric © Surety Rubber Turn-Cuff Gloves 

O Beauty Counsetors 

O Bive-Jay Corn Plasters & 
Foot Cushion 


0 Tabcin 

© Tampax 

© Tenette Permanevie 

© Toni Trio Home Permanens 

© Tessy Face and Hand Care 
Products and Midnight 
Fragrance Senes 


D Kiuteh 

O Kotesiral Conditioning Cream 
O Kotex 

© Kremi Shampoo & Hair Tonic 
O Krinkietex Houseteeping Gioves 


O Bourjors Evening in Paris 
O Breck Shampoos 


OC Camay Soap 

O Cashmere bouquet Hand Louon 

OC Cashmere Bouquet Non Smear 
Lipsuck 

O Clearasil Medication for Pimples 

O Colgate Ribbon Dental Cream 

O Coty Cream Powder Compact 

O Counselor Scales 


O LaCross Manicure Instruments 
© Lavoptk 

© Laymon's Quality Products 

© Light and Bright By Richard 


© Veto Cream Deodorant 

© Veto Spray Deodorant 

O Vi-Jon Products 
Hudout 

© Listerine Antiseptic 

© Lustre-Creme Shampoo 

O Lustire-Creme Lovion Shampoo 

O Lydia O'Leary Cover-Mark Cream 
& Finishing Powder 


© Watker Heating Pads 

CO Walker loe-Hor Waver Bags 
© White Cloverine Saive 

O Woodbury Cold Cream 

© Weodbury Dry Stin Cream 


O Daggett & Ramsdeti Perfecs 
Deodorant Cream 

© Davol Anu-Cote Nurser 

O Delsey Totter Tissue 

D Denigio Denture Cleanser 

O Dentiock Denture Powder 

O Detecto Seates 

© DeVilbiss Vaperizers 

© Dorothy Gray Personalhired 
Creams, Louom and Make-up 
Essentials 

O Drene Shampoo 

O Du Barry Latex Gloves 

Sponges 


© Vardiey “Bond Sireer 
© Yardley English Laveoder 
OC Yodors Deodorant (ream 


© Maybetiine Eye Products 
Modess 


© Mum Cream Deodoram 
© Murine 


© Niagara Deep Massage 
0 Noreen Super Cotor Rinse 
© Noxzema Skin Cream 


0 O-Ce-O Sponges 
O One-A-Day Mutupie Vitamin 


O Du Pom 


O Evenflo Bruvhiew Baby Bole 
Cleanser 


© Palmotwe Soap 
C Evenflo Nurser 


© Parke. Davis & Co. 
O Pegey Newton Individualized 


CO Fasteerh Cosmetics 


Mot oft producis of eit manuecuurers’ lines are adverined im ond Queremecd by C 
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THE HOMEMAKERS’ BUREAU OF STANDARDS DAF+ 000 
57th Street at 8th Avenue, New York 19, N.Y. readership 


al contests for the best window 
displays plugging the “fair” theme 
and at least one Westinghouse ap- 
pliance. The manufacturer is of- 
fering ten prizes headed by two 
Cadillacs in a national contest for 
regional winners. 

Dealers also have been advised 
to stage appliance demonstrations 
in their stores for women’s groups 
|'with such gimmicks as cake-bak- 
ling contests to promote ranges, 
_ discussions on new synthetic fab- 
| rics and how to wash them, a “free- 
| dom party” to push all appliances, 
/and a free dinner-for-eight to work 
‘in a dishwasher pitch. 
| The campaign, which will run 
| through June, broke last week on 
|“Studio One” (CBS-TV) Monday. 
|Followups came on Westinghouse’s 
daytime TV quiz, “Freedom Rings” 
the next day and full-color spreads 
‘in The Saturday Evening Post 

Wednesday and Life, out Friday. 


s Television will be backed by 
newspaper insertions in about 100 
non-TV cities, and in Time, May 7, 
'Household Magazine and The Sat- 
| urday Evening Post on May 23 and 
Better Homes & Gardens, May 27. 

Westinghouse figures that during 
the six weeks of the drive there 
are only eight week days in which 
the promotion will not be plugged. 
'These probably will be filled in by 
‘local tie-in programs for which 
dealers have been provided with 
newspaper mats, drop-ins and ra- 
dio-TV_ spots. 


KSL Promotes Two 

Radio Service Corp. of Utah, op- 
erator of KSL and KSL-TV, Salt 
Lake City, has promoted Eugene 
M. Halliday, manager of KSL Ra- 
dio, to v.p. in charge of radio. D. 
Lennox Murdoch, manager of 
KSL-TV, becomes v.p. in charge 
of television. He will continue as 
manager. 


Apparel Guild Names Agency 

The newly formed Men’s Ap- 
parel Guild of Wholesale Sales- 
men, New York, has appointed 
Herman & Sanders, New York, to 
handle advertising and publicity. 


Davidson to Engineering Co. 

James R. Davidson, formerly ad- 
vertising manager of Griscom- 
Russell Co., New York, has joined 
Lake Erie Engineering Co., Buf- 
falo, in a similar capacity. 
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IN AKRON 


DeSoto's 


consistent ads in 
The Beacon Jour- 
nal are reaching 


OF THE HOMES 


There’s no other 
medium or com- 
bination of me- 
dia that offers 
so much for so 
little. 


| AKRON 
| BEACON JOURNAL 
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NBP Starts ‘Here's How’ Series 


National Business Publications, 
Washington, has issued the first in 


SMUDGE-proof 


YOUR ARTWORK Sas 
WITH SPREY 


Costing 70c less, SPREY does a 
better job. SPREY was designed 
forthe Artist, Ad Agency andothers 
in the Graphic Arts Field. It is 100° 

clear Acry/ic plastic made to smudge 
proof your artwork. Simply press the 
button and SPREY covers and pro- 
teets your valuable drawings in see- 
onds, Goes on clear and stays that 
way. Will not yellow or affect deli- 
cate shades. Adds new dimension and 
sparkle to your work while proteeting 
against dirt, moist hands, smear and 
amudge. Dries fast, Artists, Advertis- 
ing Agencies all over use SPREY to 
protect wash drawings, charcoals, 
comps, repro proofs, dummy boxes, 
press clippings, layouts, charts, ete, 
SPREY is Only Sold Direct 
No middi bet you and us. We pass the 
savings on directly to you. .. and you save up to 70c 
per can. We want you to judge the merits of SPREY. 
see for yourself that it does a better job for less 
money. Send for 2 trial cans or order SPREY by 
the ease (12 cans) for greater savings. There’s no 
no element of risk. SPREY is 


12 Can Carton 


need to hesitate... 
<old with a MONEY BACK GUARANTEE... ree 
must be satisfied or your money will be refunded. 
‘ cans for $3.00, 6 cans $8.10, 12 cans $18.00. 
Fmd abnnd th order end we nav nostage or we 
bill zee (plus postage). Send your order for 

PREY today! You can’t buy a better fixative 


ACROLITE INTERNATIONAL 
12 Hollywood Ave., Dept. AG-6, Hillside, N. J. 


a series of “Here’s How by NBP” 
pamphlets, called “How Profitable 
Are Your Agency Relations?” by 
H. E. Cassidy, executive v.p. of 
McCarty Co., Los Angeles. The 
second booklet will be “Advertis- 
ing Agencies Aren’t Accidents” by 
'Frederic R. Gamble, head of the 
'American Assn. of Advertising 
Agencies. Copies are available 
from NBP headquarters, 1001 
15th St., N. W., Washington 5. 


Reilly Joins Doremus & Co. 


David Emerson Reilly, formerly 
‘promotion director of Standard 
Research Consultants, has joined 
the New York public relations 
staff of Doremus & Co. Mr. Reilly 
at one time was with Steve Han- 
nagan Associates. 


Brown-Forman Boosts McGhee 


Addison F. McGhee, merchan- 
dising manager for the western 
sales region of Brown-Forman 
/ Distillers Corp., Louisville, has 
‘been promoted to the public and 
‘trade relations department. He will 
work under Raymond Durrell, di- 
rector. 


Holly Sugar to Mogge-Privett 

Holly Sugar Corp., Colorado 
Springs, Colo., has appointed 
Mogge-Privett, Los Angeles, to 
handle its advertising and promo- 
tions in midwestern and western 
markets. J. Walter Thompson Co., 
San Francisco, which had the ac- 
count, resigned it because of a 
conflict in a new product field to 
be entered by Holly. 


Advertises Ketchup Abroad 


Campbell Soup Co., Camden, 
N. J., has started what it says is 
the first advertising for ketchup 
in a foreign market, through 
Robert Otto & Co. New York. 
Newspaper advertising, to be con- 
tinued indefinitely, is now running 
in San Juan, Puerto Rico. 


Smith to Lane Publishing 


Lawrence E. Smith, formerly 
director of production of Meredith 
Publishing Co., Des Moines, has 
joined Sunset Magazine and Lane 
Publishing Co., Menlo Park, Calif., 
as director of production. Mr. 
Smith will be located at the Los 
Angeles offices. 
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Advertising Age, May 4, 1953 


NEW PACKAGE—Nebraska Consolidated Mills Co., Omaha, the quick-rising maker 
of Duncan Hines mixes, has two new packages. The one at left is for its latest entry, 
blueberry muffin mix. The other is shown in the full-color ad at right, which will 
run in 25 newspapers. The package has been redesigned for use during the straw- 


berry and sugg 


ts using cake mix for shortcake. Other ads on the shortcake 


will run in 23 other papers, and 2,000 outdoor posters will be used, through 
Gardner Advertising Co., St. Louis. 


~ALEEN-STIk 


THE MOISTURELESS, SELF-STICKING ADHESIVE 


@ Efficient, stay-put Kleen-Stik on your P.O.P. 

wins on-the-spot display in any location. Makes every 
place an advertising space. Up, fast and easy! Simply 
remove the Kleen-Stik protective covering and press the 
piece in place! No messy glue, water, tape, hammer, 
tacks or fuss! No damage! Peels off when desired 

... won’t mar the finest finish! 


NO DEALER RESISTANCE, EASY ON YOUR FIELD MEN! 


KLEEN-STIK is the magic that makes any 
point-of-sale piece a complete, self-contained unit — 
ready to put up. Stays up through heat, cold and long 
display. Why not use its powerful influence on your 
dealers for your very next display? Or create 

an influential display, today, by adding Kleen-Stik 

to any printed ideas on hand? 


Your printer or lithographer will secure Kleen-Stik for you! 
KLEEN-STIK PRODUCTS, INC. 


225 N. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
Pioneers in Pressure-Sensitives for Advertising, Labeling 
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the 
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iatacncing factor that 
swings dealer preference to 
your point-of-purchase displays 


INTO PLACE 


JUST PEEL and PRESS 


HAVE YOU JOINED the 
P.O.P. idea-of-the-Month Club? 


If not, write us for application 
blank for FREE MEMBERSHIP. 


Publishers’ Whole 
Service Effort to 


Go to Savings Bonds 


WASHINGTON, April 28—The ad- 
| vertising committee of the Mag- 
azine Publishers Assn. told Treas- 
ury officials last week that U. S. 
savings bonds will be the indus- 
try’s exclusive public service un- 
= throughout 1953. 

The pledge of cooperation for 
the eighth successive year was 
made at a meeting with Treasury 
Secretary George M. Humphrey 
and Deputy Secretary W. Ran- 
dolph Burgess. The chairman of 
the industry committee is Ray- 
mond W. Bowen, advertising di- 
rector of The New Yorker. 

Elihu Harris, director of adver- 
tising and promotion for the bond 
division, estimated publishers will 
have contributed over $100,000,000 
of advertising in the eight years. 
He estimated the 1953 potential 
contribution at $12,000,000. 

Ads for the campaign, prepared 
by Foote, Cone & Belding, Adver- 
tising Council task force agency, 
combine a patriotic and self-in- 
‘terest appeal for effective selling. 
The series has featured stories of 
Medal of Honor winners. 


Buxton Inc. Campaigns 

Buxton Inc., Springfield, Mass., 
is using full-page, full-color ads in 
the May and June issues of Life, 
The New York Times Magazine, 
Seventeen and This Week Maga- 
| zine plus a color ad in Mademoi- 
selle to promote its billfold and 
Keytainer boxed sets for Father’s 
Day, graduation and the June gift 
season. Amos Parrish & Co., New 
York, is the agency. 


Names Smith, Hagel & Snyder 


Westminster Tobacco Corp., 
New York, a subsidiary of Rum 
& Maple Tobacco Corp., has ap- 
,pointed Smith, Hagel & Snyder, 
New York, for advertising and 
promotion of Three Squires pipe 
tobacco. Newspapers and national 
magazines will be used. Current 
tests are offering free sample 
packages of Three Squires. 


Gentzen Joins Deepfreeze 


Ronald F. Gentzen, formerly as- 
sistant advertising manager of Von 
Lengerke & Antoine, Chicago sport- 
ing goods retailer, has joined the 
advertising department of the 
Deepfreeze appliance division of 
Motor Products Corp., North Chi- 
cago, to handle advertising pro- 
duction. 


7 to Ad Research Foundation 


Seven companies have joined 
Advertising Research Foundation, 
New York. They are Aluminum 
Co. of America, Pittsburgh; Coca- 
Cola Co., New York; Dravo Corp., 
Pittsburgh; General Foods Corp., 
‘New York; S. C. Johnson & Son, 
| Racine, Wis.; DuMont Television 
| Network, New York, and Progres- 
| sive Farmer, Birmingham, Ala. 
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There's a Difference 


Perhaps better than any other program 
on television, “Godfrey and His Friends” 
(CBS-TV, Wednesday nights, 8 to 9) 
brings into focus an opportunity that few 
TV people themselves seem to be able to 
recognize—and that is, a way to remove 
from the TV screens of the nation a major 
portion of the banal so-called entertain- 
ment that now floods those screens. 

For very understandable reasons, a 
great deal of what is currently presented 
on TV is derivative, a sort of pot pourri 
of radio, movie and stage techniques. The 
only people on whom TV could depend, 
in its early stages, were people trained 
in radio or in Hollywood or on Broadway. 
And it has taken time for these people 
themselves to discover that television, 
while it resembles in many ways these 
other media, is actually not a combination 
of them but a medium in its own right— 
and Godfrey, more than any one else in 
television, with the possible exception of 
Bishop Sheen and Ed Sullivan (of whom 
more later), seems to have recognized the 
essential difference of TV and made the 
most of it. 


s The essential difference of TV is its 
exceeding intimacy, its projection of a 
personality or personalities into the living 
room. Perhaps its most closely related 
medium is not Hollywood movies but 
home movies—and here again Godfrey 
seems intuitively to have recognized this 
in the several programs in which he 
showed TV viewers the films he had taken 
on his trip to Hawaii. These particular 
programs had an absorbing interest. 
Again, when Godfrey ice skates, or 
dives, or swims, he skates, dives or swims 
not as a professional, but strictly as an 
amateur. Anyone trying this in a Holly- 
wood movie or on a Broadway stage would 
(unless he hammed it as comedy, which 


(“Godfrey 
and His Friends,’ CBS-TV), with Marion 
Marlowe. 


AND FRIEND—Arthur Godfrey 


Godfrey doesn’t) die the death. 

Bishop Sheen, while he drags a great 
deal of the pulpit technique across the TV 
screen, nevertheless talks, not from the 
altar, but from the floor of your home. 
As for Sullivan, the very lack of profes- 
sional personality which he exhibits, the 
poor pronunciation of words—for which 
this department has criticized him—un- 
doubtedly contribute to the intimacy of 
his program, make him seem like a visitor 
rather than an emcee and so heighten the 
feeling of the viewer that he is part of 
what is taking place and that what is 
taking place is taking place in his living 
room. 


® Undoubtedly movie and stage personali- 
ties have a desirable audience-building 
factor. But this reviewer feels that the 
frightening cost of TV could be brought 
down—and its selling power improved—if 
some effort was made to uncover new and 
perhaps as yet unheard of personalities 
with the ability not merely to entertain 
but to make friends and create confidence. 
It’s a wide open opportunity. 


Mail Order and Direct Mail Clinic... 


How Company Mailers Can Help 
to Improve Postal Service 


By Whitt Northmore Schultz 

A longtime friend of mine, who has 
worked for the post office over 15 years 
and handled over 100,000,000 pieces of 
mail, sent to me the other day several 
suggestions on how we business men can 
help improve mail service. 

His helpful recommendations make a 
great deal of sell-by-mail sense to me and 
I’d like to discuss his positive ideas with 
you this week. 

Here are his tips: 

1. Properly separate “local” from ‘“out- 
of-town” mail. Bundle such mail in 
packets with all the addresses neatly 
faced. Hand these bundles to clerks at the 
window rather than trying to stuff the 
bundles through the small mail slots. “At 


least 40% of the mail dispatch crew’s time 
is consumed in preparing mail for can- 
cellation,” my friend reports. 


s 2. Observe and use zone numbers in 
addressing mail to large cities. A great 
Saving in time results when this is done. 
Should you solicit mail from large-city 
customers, emphasize that your custom- 
ers use their complete address. Ask for 
the zone number always! 

3. Take advantage of the post office’s 
free service which encourages company 
mailers to submit their mailing lists for 
proper zoning. Mail for large cities is dis- 
patched separately, my friend reports, 
zoned and not zoned. The zoned mail is 
distributed by untrained personnel faster 


P&G Explains Marketing Policies 


Good Translator—Good Writer 


than unzoned is handled by trained per- 
sonnel. Zoned mail always moves through 
big post offices far faster. 

4. Use good, 275 lb. test corrugated car- 
tons, reinforced with cord (for articles 
in excess of 10 Ibs.), with adequate cush- 
ioning material, to withstand normal 
handling. Your parcels have to ride with 
other parcels of mixed sizes and weights. 

5. Mail often. Mail regularly through- 
put the day. Dispatch business letters at 
more frequent intervals during the day. 

Here's a specific example: Business A 
in Indianapolis has its letters to Chicago 
customers ready for mailing prior to the 
lunch hour. But the letters are held in the 
office and not mailed until 15 minutes be- 
fore closing time. Result? Those letters 
will go out on a late evening train. They’! 
arrive in Chicago about one hour after 
the carriers have left for their one de- 
livery that day. 

Business B gets its mail out on the noon 
train. Result: The mail is delivered the 
following day to its Chicago customers. 

6. Use airmail—it covers four times 
the distance in the same amount of time 
for only three cents more, based on the 
rate for one ounce letters. Airmail spe- 
cial delivery costs 26¢—far cheaper than a 
night letter telegram. Not only is a sav- 
ing realized, but there’s no chance for a 
garbled message, and you can use as 
many words as you need to make your 
message explicit. 

7. Do not emphasize your name on your 
mailing labels. Rather, play up your cus- 
tomer’s name. All too frequently sorting 
clerks misdirect packages where the firm’s 
name is too prominent. 

8. Military personnel cannot be solic- 


Salesense in Advertising... 


Bedell Discusses a Bank Ad 


C. M. Sees a Sociological Trend 


ited by circular, third class matter where 
their addresses are in care of A.P.O.s. 
Most mailers forget this. Hence a great 
deal of circular matter is wasted. If you 
want military personnel to receive your 
offers by mail, send your circulars via 
first class mail. 

9. Discourage C.O.D. service for small 
articles of low value. There is too much 
detail for the benefits derived. For ex- 
ample, a $1 item can result in your cus- 
tomer’s paying as much, or more than, 
38% additional cost. Hence customer 
good will is destroyed, for he is penal- 
ized. 


# 10. At Christmas time (Dec. 10 to Dec. 
20) the mails are expanded in excess of 
20 times of the normal work load. Send 
your important business mail by special 
delivery during these heavy days. Re- 
member those dates. Use special delivery. 
And you'll have business as usual during 
these peak times. 

11. The first five business days of the 
month are rugged at the post office. Re- 
member this when dispatching heavy 
mailings which you're eager to have reach 
your customers or prospects. 

12. Use a postage meter whenever pos- 
sible. The meter helps to get your mail 
out faster. It maintains a strict accounting 
of all postal expenditures and saves the 
trouble of trying to keep stamps on hand 
for all types of mailings. 

13. Remember that the post office does 
not officially recognize landmarks like 
“City Hall,” “First National Bank Bldg.,” 
etc. The post office recognizes only streets 
and numbers and post office boxes for 
addresses. 


A Problem Well Stated 
Is a Problem Half Solved 


By James D. Woolf 

Charles F. Kettering is said to have re- 
marked: “A problem well stated is a prob- 
lem half solved.” This observation, I sug- 
gest, deserves a conspicuous place in every 
adman’s book of rules. More than one 
advertising campaign 
has failed because the 
problem, in the plan- 
ning stage, was super- 
ficially explored and 
imperfectly understood. 

The key to the rid- 
jle in most cases, I 
think, is concerned 
with finding in the 
market place a vacuum 
for the product under 
study. Perhaps I should say semi-vacuum, 
because “vacuum” in the Websterian 
sense means “a space entirely devoid of 
matter.” In terms of human needs and 
wants, in every category of merchandise, 
there are left today no “spaces” entirely 
devoid of products competing for consum- 
er favor. 


James D. Woolf 


® Occasionally we hear it said of this or 
that person that he quite obviously “be- 


longs’’—or that, conversely, he just doesn’t 
“belong.” 

What is meant, if he belongs, is that he 
possesses attributes that are recognized as 
admirable and desirable by his group of 
society in general. If he doesn’t belong, 
he has no recognizable usefulness; there 
is no niche into which he fits. In the mar- 
keting of a new product, or in seeking to 
revive an old one, the first question is 
this: Just where, precisely, does my prod- 
uct belong? Is there an empty niche into 
which I can fit it neatly? 

I do not believe that any of my readers 
will disagree with anything so fundamen- 
tal as this. Yet in the roots of this question 
is to be found a frequent cause of market- 
failures. The failing products just didn’t 
belong—for one of two reasons: (1) they 
were short on usefulness; or (2) their 
usefulness was not presented intelligently, 
by copy, in terms of human wants and 
needs. 


® Making a product belong is no easy 
task. In some fields of merchandise, in 
fact, there appear to be no unfilled va- 
cancies. Take, for example, soaps and de- 
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tergents. If we are to believe the ne plus 
ultra claims made by at least a dozen lead- 
ing brands, where can we find, for our 
excellent new brand, a semi-vacuum now 
existing because of unfilled needs or 
wants? That is our problem—and if we 
are realistic to understand that it is our 
problem, and if we. state it well, it is not 
impossible that we may have it half 
solved. 

What we will set about exploring, in 
the bright light of our understanding, is 
our chances of creating a niche that hasn't 
heretofore existed. Can housewives be 
awakened poignantly to needs that have 
been partly overlooked? Can our new 
brand squeeze into an already crowded 
“space” by putting every ounce of em- 
phasis on a single benefit, thus presenting 
our product as a specialty that does some 
one thing supremely well? Can we gener- 
ate a fresh new want heretofore dimly 
realized, if at all, by the average house- 
wife? Or can we do it with superbly writ- 
ten copy—advertising that is more per- 
suasive and convincing than that of our 
competitors? In one of these ways or in 
some other way we must make our new 
entry belong, or we are embarked on a 
rough and rocky road. 


s It was a rocky road that Lifebuoy 
plodded over in the early days. There 
were plenty of good soaps to scrub with, 
and Lifebuoy was just another scrub soap 
with a somewhat objectionable odor. 
Hence, no niche in the market place for 
Lifebuoy, no vacuums in terms of human 
wants and needs. Finally there came a 
day when the problem was well stated 
and consequently half solved—a day when 
it was seen clearly that a new want must 
be evangelized to the American people. 
The “B.O.” idea must have come fairly 
easily once the problem was so perfectly 
understood. 

I do not believe that cigaret advertisers, 
in the words of Kettering, have their 
problem well stated. With one or two ex- 
ceptions, each of the leading brands seems 
to believe that its niche is a massive 
hankering—a frustrated hankering—for a 
mild, mild, mild smoke. I am not per- 
suaded that any such vacuum exists. 

Inasmuch as there are many brands 
of excellent cigarets, all of them equally 
mild, or nearly so, how can this jaded 
appeal possibly make any given brand 
belong in the market place? What promise, 
then, should we make in behalf of our 
fine new brand? I am not sure that I 
know, but I do know this: Our copy will 
NOT promise a milder smoke. Beer ad- 


G. D. Crain Jr. Says... 


vertisers, too, are in the same state of 
befuddlement. Surely there no longer 
exists a vacuum, if indeed there ever did, 
because of an unquenched thirst for a 
brew that is extra light, extra dry, extra 
mellow. How can our new beer belong 
with such a hackneyed promise! 


= It seems to me that all advertising 
problems net down to this question of 
niche. No product can hope to find a 
vacuum for itself unless the need is there, 
or unless the need can be created. Con- 
sider, for example, magazines, which, like 
soap, are commercial products that must 
compete vigorously for the consumer’s 
dollar. They succeed or fail to the degree 
that they are successful in fitting them- 
selves into unfilled or semi-filled vacan- 
cies. 

I know, from long experience, of no 
more difficult copywriting chore than the 
production of successful direct mail sub- 
scription letters. The problem? Simply 
finding promises that will persuade the 
letter reader that the magazine belongs in 
his personal blueprint for living. The 
letter writer, oftener than not, is helpless. 
The dominant reason so many publica- 
tions collapse after a short and abortive 
life is that, editorially, they fail to find 
a niche. Whether advertised or not, scores 
of products go under every year for the 
same reason. 


# As I have said, making a product be- 
long—or maintaining its status as a “be- 
longer’’—is no easy task, and often it is 
an impossible one. The advertising grave- 
yard abounds with cadavers of once popu- 
lar products that were done to death by 
changing trends in living. One such with- 
in my own experience was the Hoosier 
kitchen cabinet, once a beloved fixture in 
hundreds of thousands of American homes. 
The lethal blow was dealt by the built-in 
cabinet, now the standard everywhere, 
which began its non-stop sweep to popu- 
larity about 20 years ago. Try as I might, 
and I did try mightily, I was unable to 
produce advertising that was effective in 
preserving a space in the market for the 
Hoosier. The need was over. 

No advertising problem can possibly be 
well stated unless it explores thoroughly 
and realistically this question of need. 
The key to the riddle, to repeat, is con- 
cerned with finding in the market place 
a promising niche for the product under 
study. If such an exploration reveals no 
such vacancy, perhaps your product 
doesn’t belong as a sensible advertising 
venture. 


P&G Explains Marketing Policies 


One of the finest expositions of the 
advertising and marketing policies of 
Procter & Gamble, the nation’s leading 
advertiser, was recently presented in a 
“want ad” published in the classified 
section of several Sunday newspapers. 
The copy was extremely interesting for 
several reasons: 

First, it indicated that the young men 
it is adding to its advertising and sales 
promotion staff are in business admini- 
stration rather than merely “handling 
advertising,” and that ability in business 
management rather than in the specialties 
of advertising provides the qualifications 
the company is seeking. 


s Second, the ad made it plain to those 
who might be interested in making a con- 
nection with P&G that advertising works 
as a part of marketing, and outlined the 
sort of liaison maintained with produc- 
tion, brand promotion and other divisions 
by those charged with some of the pro- 
motional phases of the business. 


Third, the company stated definitely its 
training policy, whereby those who are 
being fitted for important positions learn 
by doing, rather than by being given spe- 
cial experience not immediately related 
to the day-by-day job of promoting prod- 
uct sales. This is a fresh and vigorous 
concept of business training and, as 
such, has breadth of interest far beyond 
those who might be interested in seeking 
a connection with P&G. 

A number of people have commented to 
me about their interest in this ad as a 
clear and complete statement of many of 
P&G’s basic marketing and advertising 
policies. I think that if you have not al- 
ready seen it you will find it significant, 
and it is therefore being quoted almost 
in full: 

“Procter & Gamble has several openings 
for young college men of promise and 
ability in its advertising department in 
the Cincinnati executive offices. While 
the openings discussed below are all with- 
in the framework of advertising and sales 
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The Creative Man’‘s Corner... 


A Man's Prerogative 


Of all the advertising phenomena—or lack of them—that we have observed 
recently (and we include the man in the Hathaway shirt, wearing the eye- 
patch), the one that most intrigues us as reflecting something or other is the 
appearance of moustaches on men in advertising illustrations. 

For years it has not been unusual or startling to find moustaches—and even 
beards—on men and women, particularly the latter, featured in illustrations 
on outdoor posters and subway cards. Despite this widespread and apparently 
deep-seated inclination on the part of the general public to supply a finishing 
touch they found, or seemed to find, essential, no art director or illustrator— 
until recently—has in any way been moved to provide what the ultimate con- 
sumer, for some reason, has been moved to create for himself. 

Naturally it would have seemed incongruous to feature comely young ladies 
equipped with moustaches or beards. Seldom does one encounter such a female 
outside of a sideshow. But men are known to affect moustaches. What the 
reason is we have never spent much time cogitating, although we suspect 
it represents a desire to assert their masculinity. And why not? There are so 
many things a woman not only can do, but does do, to assert her femininity. 
Buying wacky hats. Hoisting or lowering her skirts. Using lipstick, powder, 
rouge. Employing pectoral devices to lift, divide, enhance or diminish her most 
feminine characteristic—or, if you wish, characteristics. 

A man, however, has little to resort to except a moustache—or a beard. It 
is the one thing a woman cannot duplicate and still emphasize her femininity. 
She can wear a man’s shirt and, perhaps because of the tight collar, still 
emphasize her femininity. Certainly she can wear pants and emphasize— 
sometimes to a questionable degree—her femininity. But she cannot grow a 
moustache or a beard and do other than detract from it. 

Advertising, however, has for years chosen to illustrate men like boys— 
except when it has attempted to promote the use of razor blades, electric 
shavers or shaving soap. When it has attempted to do this, unfortunately, it 
has illustrated men at their most unglamorous moments. 

The Corner is heartened by the appearance of men in advertising illustra- 
tions sporting moustaches. It senses the beginning of—not just an advertising 
—-but a sociological trend. Perhaps, at long last, the dominance of the male 
is once again to be asserted. This, The Corner makes bold to assert, is good— 
not only for men but for women. For, since the emancipation of the female 
following the First World War and her rise in influence, life has grown more 
precarious for her. Divorces have risen. So has feminine employment in fac- 
tories. Female favors have become less and less of a commodity—except in 


liquidating. 


Certainly it bears watching. 


some very rare instances—and more and more of a premium, not even self- 


The return of moustaches to advertising may signify, in short, a change of 
even greater import than the sudden and unexpected Russian peace offensive. 
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promotion, the nature of the work is busi- 
ness administration rather than “handling 
advertising” as most people understand it. 
For this reason, we are not looking for 
advertising ‘specialists’ but rather for men 
with good general business adminstrative 
ability. The preferred age is 21 to 25. 

“Openings exist in the following groups: 

“Brand Management—The marketing 
problems of each of our brands are han- 
dled by a staff of marketing men. Men 
employed for this work are trained to 
accept responsibility for the effectiveness 
of the over-all advertising and promotion 
effort on an important nationally adver- 
tised brand. These positions involve work 
with the company’s manufacturing divi- 
sion on product developments, with the 
sales department en the development of 
promotions and with the advertising 
agency on all phases of consumer plan- 
ning for the brand. 

“Copy Supervision—Copy supervisors 
work with the advertising agencies and 
the men in brand management to deter- 
mine what copy appeals should be used 
in the advertising for a group of brands. 
These men are responsible for the over-all 


effectivenes of the advertising copy oper- 
ations on certain brands, in radio, tele- 
vision, magazines and other media. 

“Merchandising—Merchandising men 
develop store promotions involving groups 
of company brands, select and develop 
premium articles, manage the country- 
wide sampling and couponing operations, 
assist the sales department in the conduct 
of trade conventions, and operate contests, 
mail-ins and other forms of promotion. 

““Media—Media men guide the company 
in the investment of advertising appro- 
priations. Working with the advertising 
agencies, they develop over-all advertis- 
ing plans using radio, television, maga- 
zines, newspapers, etc. They coordinate 
the company’s entire advertising program 
for all brands and represent Procter & 
Gamble in negotiations with publications, 
newspapers, networks and _ individual 
radio and television stations. 

“New men are assigned to the types of 
work outlined above according to the 
needs of the department and the abilities 
and inclinations of the individual. The 
new man begins learning by actually han- 
dling a responsible job in the group Le 1s 
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— True Story Women’s Group Challenges You... 


Knock On Ay Door 


in a wage earner neighborhood 


SS ee IE Gees ea 


{ Chances are 1 to 3 you'll find a family whose income is at 


a least $5,000 


That's natural. Actually, wage earners today represent over half of all 
families having incomes of $5,000 or more. They have two thirds of all 
“loose money". And they're spending it, too. Big!* 


Chances are 1 to 2 you'll find at least one reader of a great 
: True Story Women’s Group magazine 


That's natural, too! For almost 35 years Macfadden has studied... 
surveyed...served wage earners exclusively AS NO OTHER MEDIA 
HAS! Every story, every article, every feature in True Story Women’s 


a Group magazines is edited for wage earners — catering to their tastes, 
le- their needs, their judgment of what makes good reading. 
en 7 rg « 
~ C I RC U LA i ION * To see what they earn and how 
they spend — write for your copy of 
a. t L ASH 4 amanen’s NEW surwee rowen 
uct IGH 
sts ANOTHER ALL-TIME H 
‘“ IN NEWSSTAND SALES! me 
= . If it’s wage earners you want, turn to 
| [4499044 
? a Pe 
i Total Net Paid* 6,266,171 RU E TO Woment Group 
a Guarantee 5,000,000 
al 
; BONUS +1,266,171 the market place of wage earner America! 
, of (1st querter 1953) * Publisher's Estimote 
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assigned to—working alongside experi- 
enced people whose responsibility it is to 
see that he is trained as quickly as pos- 
sible. 


s “We believe that the best interests of 
the man as well as the company are se- 
cured by his ‘getting to work’ as quickly 
as possible in a job that will draw heavily 
upon his training and ability right from 
the start. These jobs develop good all 
around business men capable of shoulder- 
ing broad management responsibilities. 
There are many opportunities for ad- 
vancement both within and outside of the 
advertising department. 

“For these jobs, we search for men with 
good educational backgrounds, who have 
shown an interest in business and who we 


gee ae 


feel can quickly develop to positions of 
real responsiblity. A knowledge of adver- 
tising, either from college courses or busi- 
ness experience, is not necessary. Men 
chosen must have the ability to work 
closely with many types of people, since 
they are in constant contact with the ad- 
vertising agencies, other sections of the 
advertising department, and other depart- 
ments of the company. They must have a 
high degree of imagination and aggres- 
siveness and more than their share of 
sound judgment. We necesarily employ on 
a very selective basis for these positions. 
However, the right man, once he is em- 
ployed, will receive good training and can 
look forward to very satisfactory progress 
with regard to job satisfaction and finan- 
cial reward.” 


A Good Translator Is Fundamentally 
a Good Writer 


Altonso Lomo, partner in Lomo Consulting Service, Floral Park, 
N. Y., agrees with Dario de la Garza (AA, March 16) about the 
pittalls in translation of advertising copy, but thinks he didn’t 
go far enough. In this letter Mr. Lomo adds a number of in- 
teresting points to the discussion. 


To the Editor: I heartily applaud the 
article “Let’s Take Down the Language 
Barrier” by Dario de la Garza, which ap- 
peared on Page 78 of the March 16 issue 
of ApveRTISING AcE. Every attempt to 
educate purchasers of translations to real- 
ize what can be expected from transla- 
tions, and to show how to select trans- 
lators, should be wholeheartedly encour- 
aged. 

Most, if not all, of the ludicrous mis- 
takes of the type pointed out by de la 
Garza in his article are the result of the 
improper selection of translators, and this 
latter stems from having a wrong concept 
about translations or from not knowing 
what a translation really involves. De la 
Garza goes far in the direction of straight- 
ening out these misconceptions, but does 
not go far enough, mainly because he de- 
voted too much space to pure technique 
and not enough to fundamental principles. 
Let me hasten to add that mistakes of the 
type he mentions do not happen in foreign 
language advertising prepared by special- 
ists such as Foreign Advertising & Service 
Bureau and Robert Otto & Co., both of 
New York, and others of like caliber. 


s Translations may be classified according 
to the type of writing being translated. 
These are mainly of two kinds. One is the 
kind of writing we find in legal docu- 
ments, engineering specifications and the 
like; the other is the creative type of 
writing which includes literature, poetry, 
and advertising copy. The first kind has 
to do with conveying accurately, precisely 
and without ambiguity the ideas, thoughts 
and concepts of the writers to the reader. 
To this end style, form, elegance, brilli- 
ance, polish are sacrificed if they act to 
obscure the meaning. The creative writer, 
on the other hand, is engaged in arousing 
emotion in the reader or in moving him 
to action. In pursuit of this objective, the 
creative writer employs language not so 
much to denote meaning as to connote 
feeling. In fact, in the famous stanza 
“’Twas brillig, and the slithy toves / Did 
gyre and gimble in the wabe...” Lewis 
Carroll succeeds in creating a mental pic- 
ture in the mind of the reader by using 
pure gibberish. 


= So, how are we going to select a trans- 
lator for our advertising copy? Well, for 
one thing, not by applying solely the cri- 
terion advanced by de la Garza in his 
article. Not by ascertaining only that the 
candidate knows both languages thorough- 
ly. When a photographer is being selected, 
he is not questioned about the quality or 
quantity of his equipment. Rather we want 
to know how he has used his equipment 
in the past. The fact that a man has a fine 
Graflex with a f/1.5 lens, with a circle of 
confusion of 1/10,000 of an inch, etc., 
does not mean he is a second Stieglitz. 
And neither does expert knowledge of two 


languages, by itself, guarantee that the 
man is a translator. 

Otto Jespersen, the famous Danish 
philologist, auther of “Modern English 
Grammar on Historical Principles” in 
English, of “Lehrbuch Der Phonetik” in 
German, and many other texts in French 
and Danish, once said that if his know- 
ledge of languages were to be tested by 
his skill in translation, he would fail 
miserably for, he said, translation is an 
art which must be learned after one learns 
a second language, and he never learned 
that art. He then added that the reason 
why there are so many poor translations 
of Shakespeare in French was due mainly 
to the fact that the translators were writ- 
ers far inferior to Shakespeare, whereas 
the German translations of Shakespeare 
done by Goethe were on a par with the 
original, because Goethe was a writer on 
a par with Shakespeare. 


® The translator of advertising copy must 
be a good advertising copywriter himself. 
He must have the same feeling for the 
use of words that a good copywriter has. 
This feeling was epitomized by Professor 
Hotchkiss of New York University when 
he told his advertising copy classes to 
remember that “gents wear pants but 
gentlemen wear trousers.” A good copy- 
writer knows when to use “pants” and 
when to use “trousers” and a good trans- 
lator will also know because a good trans- 
lator is also a good writer. 

The translator of advertising copy must 
know his audience. This knowledge is 
something that is acquired by osmosis 
and not by learning. For instance, my 
wife knows Spanish thoroughly, in fact, 
I depend on her to gather all my dangling 
participles and other grammos in the 
rough copy of my translations. And yet, 
in our day-to-day conversations I often 
say things the point of which she does not 
fully catch because her Spanish is a 
learned language and she does not know 
the folk background of what I say. Much 
of what is written and spoken is under- 
stood by the reader or hearer by project- 


ing it against a background of lore that is” 


ours by reason of the group or society 
from which we spring or in which 
we live. A simple illustration will point 
this up more clearly. 

The Jewish popular writer, Shalom 
Aleihum, wrote a story about a railroad 
on which the trains were so slow that a 
rabbi who took a train to go to a town 
some 50 miles distant to officiate at a 
circumcision arrived in time for the bar 
mitzvah. An Irish friend who read the 
Esperanto translation of this story asked 
me to read it and see if I got the point, 
since he could see no point to it. I read it 
and said I would translate. In my version, 
it was a priest who had gone to officiate 
at a baptism and arrived when the con- 
firmation was being celebrated. My Irish 


friend immediately saw the point since 
now he could project the story against the 
background of his own lore. He knew 
that there was an interval of several 
years between the two events, just as the 
Jewish reader knew about the two events 
in the original story. The Esperanto trans- 
lator, addressing himself to a universal 
audience with multiple socio-linguistic 
backgrounds, could not put the story in a 
way that would be understood by all. 
That is why some creative writing is al- 
ways impossible of translation for another 
language group. And that is why some 
advertising copy that works with a cer- 
tain national group will not work with 
another ethnic group, even with the best 
of translations, unless it is changed en- 
tirely. Not because men of different groups 
have different emotions, desires and mo- 
tives, but because to move them to action 
one has to operate different buttons and 
levers. It is something like running a 
steam locomotive and a tractor—both have 
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the power locked in, but the controls to 
put the power to working are different. 

If your copy is to be translated, make 
sure first of all that the translator is a 
first-class copywriter, then find out how 
well he knows both languages and how 
well he knows his audience. If the trans- 
lator is going to translate your copy into 
his own mother tongue, then the chances 
are that he knows his audience, but if 
the language of translation is one the 
translator has learned in school or college, 
he may or may not possess the background 
lore to make his translation effective. And 
last, but usually first and certainly not 
least, be prepared to pay accordingly. 
Good translators, like good writers, are 
scarce and they command good pay. Then, 
and only then, will your ad be as effective 
in the foreign version as in the original 
English. 

A.Lronso Lomo, 
Partner, Lomo Consulting Service, 
Floral Park, N.Y. 
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By Clyde Bedell 
You can count on the Continental 
Illinois Bank—that’s what the ad says. 


On your fingers, that is. . that’s what the 
picture says. “You can count on the Con- 
tinental Illinois Bank...not only...but 
also.” 

For an institution with resources of 
over $21 billion, that’s certainly a 
spine-tingling, rousing, gripping story. 

“You can count on the Continental 
Illinois Bank...not only...but also.” 

Of course the space cost only around 
$2,000. 

I look upon such an ad with sorrow. 

Advertising is a fundamentally sound 
and vital factor in the American econo- 
my. Well-used, advertising clarions great 
stories to America’s millions; it ingrati- 
ates itself—when that is needed—quietly 
and warmly, with men and women who 
have problems to solve. It reaches into 
almost all the legion homes of the coun- 
try—the urban and the isolated—render- 
ing its catalytic service that converts 
buying-selling actions into prosperity 
and a high standard of living. But not 
advertising like this. 


TANT ea id i ae ee 


Looking at the Retail Ads 


You can count on the 
Continental Illinois Bank 


Continental Illinois National Bank 
and Trust Company of Chicago 
Resources over 2'r billion dollars 
LA SALLE. JACKSON, CLARK AND QUINCY STREETS 
Member Padere! Dagens temvence’ Corpmones 


Banks have great influence in great 
businesses. I wonder if the country 
wouldn’t be better off if banks under- 
stood advertising. (I’m sure a few of 
them do.) If a bank uses advertising 
this way, what must be its views of the 
advertising necessities of, and of the 
services advertising can perform for, its 
important accounts? 


# When a business buys white space, it 
is not buying advertising. It is only 
buying the opportunity to advertise, if 
it knows how. 

White space run blank is not adver- 
tising. White space run with illustration 
and weak copy is still not advertising. 
That is because advertising is what cre- 
ative selling minds make to put into 
white space. 

An ad is a single well-conceived and 
adequate selling message, that may be 
multiplied by circulation. Many busi- 
nesses, including banks, confuse adver- 
tising (which is selling)—with white 
space (which is simply a place where 
selling may appear). The act of adver- 
tising most assuredly is not advertising. 
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“Frankly, S. L.—I think it stinks!” 


One of the first principles of Young & 
Rubicam, and one that’s lasted, is the 
firm conviction that “brass hat’”’ doesn’t 
mean brass knuckles. The newest em- 
ployee can argue with the oldest ex- 


ecutive—and win, if merit is on his side. 
There isn’t a shadow of doubt that an 
agency—and its clients—profit most 
from a man’s mind when he feels free 
to express his honest convictions. 


YOUNG & RUBICAM, INC. 


Advertising * New York Chicago Detroit San Francisco 


Hollywood Montreal 


Toronto Mexico City London 
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Fight Sponsor Gillette Says You Can't | 


Make Tea Parties Out 


(Continued from Page 2 ) 
that the Massachusetts State Box- 
ing Commission and Tommy Col- 
lins, who has come up off the floor 
many times before to go on to win, | 
both had cleared Referee Tommy 
Rawson. 


of Boxing Matches 


basis of Collins’ record as a lead- | 
ing contender. | 

Asked if the IBC plans to try to. 
give televiewers more balanced 
bills in the future, Mr. Markson | 
answered: 


“Our matchmakers always try | 


‘to match evenly. Sometimes you | 


s Some outspoken fans and sports 
writers insist the blame for the 
“brutal piece of business,” as the. 
New York Mirror called it, really 
should go to the International Box- | 
ing Club. These people say the IBC, 
which books all the Gillette radio- 
TV fights and the TV fights of | 
Pabst as well, should never have | 
matched the padded featherweight | 
with the stronger, more competent | 
lightweight. | 

On this point, Mr. Smith came | 
to the defense of the IBC, which | 
he said arranged the bout after) 
the Boston sports writers had con- 
sistently plugged for it. He said | 
the IBC is doing a “brilliant job” 
of matching fights for Gillette—| 
and this in the face of a tremen- 
dous shortage of good talent due 
to the fact that young men simply | 
“don’t want to get their brains | 
knocked out by going into what is 
a brutal sport.” 


s The Gillette executive ridiculed 
the suggestion that sponsors do or 
should control the prize fight field. 
“We don’t know anything about 
fighting, our business is razor 
blades,” he asserted. “We go to 
the professionals for our bouts.” 

Gillette had not checked with 
NBC-TV or ABC on mail reaction 
to the Friday battle when ApDvErR- 
tisinc AGE telephoned on Tuesday. 
AA checked, however, and found 
that the telecast drew about 80 
phone calls from an irate public. 
To viewers who let them get in a 
word now and then, NBC repre- 
sentatives explained that the fight 
was conducted under the rules of 
the Massachusetts State Boxing 
Commission and suggested that 
they write to that group or the 
Massachusetts governor. 

Most of these callers did not di- 
rect their displeasure against the 
sponsor, nor did the dozen or so 
complainants who later wrote or 
wired the network. 


® As to its role in the woefully 
one-sided contest, the Internation- 
al Boxing Club disclaimed any 
blame for matching Tommy Col- 
lins with Jimmy Carter. This, Har- 
ry Markson, managing director of 
the IBC of New York, pointed out, 
was done by Boston promoter Sam 
Silverman with the approval of 
the Massachusetts State Boxing 
Commission, as required by law. 

However, Mr. Markson said the 
IBC did have a prior contract with 
Carter for a defense of his light- 
weight title, which means in ef- 
fect that the IBC also would have 
to approve the bout before it was 
arranged. 

In addition, of course, the IBC 
accepted the fight for television 
when the Boston promoter indi- | 
cated that it was available. 

Mr. Markson agrees with those 
people who thought the referee 


/guess wrong. The New York Yan-_ 


was more than a little slow in stop- 
ping the fight. He pointed out that) 
this situation could never have oc- | 
curred in New York, where there. 
would have been an automatic dis- | 
qualification after three knock- | 


downs in one round. 


s However, the IBC executive 
said the promoter has nothing to 
do with the rules under which 
fights are conducted, these being) 


commissions, and the judges and) 
referees appointed by them. 

While the pitting of Collins 
against Carter did not add up toa 
“good, competitive match”—the | 
IBC would not put it on in New 
York, for example—Mr. Markson | 
said it was accepted for TV on the 


kees may run away with the Chi- 
cago White Sox 14 to 0; you don’t 
know in advance. We have the best 
matchmakers in the world, but a 
fighter may have an off night.” 


# NBC had no official comment 
on the Carter-Collins set-to. But 
unofficially the network attitude 
was one of disclaiming responsi- 
bility for a sports event whose 
control rests within the hands of 
the lawful body set up to super- 
vise such matters. 

The adverse publicity may re- 
sult in legislative action to prevent 
the recurrence of this type of pro- 
longed one-sided beating. Some 
sports authorities have suggested 
that the Massachusetts legislature 
should pass a law requiring that a 
bout be stopped when a fighter is 
knocked down as many as three 
times in a round. This is the law 
in New York. 

Why didn’t NBC black the pic- 
ture out of millions of living rooms 


when the fight turned into a 
slaughter? 
s The unofficial answer: Such a 


move would really have deluged 
the NBC switchboard with angry 
complaints from fans, demanding 
to know if Collins was still on the 
floor, if the fight had been stopped 
or if he had come back to win. 

The Carter-Collins fight scored 
a 23.5 TV rating in the 10 multi- 
station cities surveyed by Trendex. 
This rating, made against strong 
baseball competition in some cities, 
is in line with what the series has 
been pulling in recent months. The 
audience increase from the post- 
mortem front page publicity is ex- 
pected to show up on the May 1 
rating. 

ABC, which carries the broad- 
casts of the weekly series, had re- 
ceived no calls, letters or wires of 
condemnation concerning the fight 
by mid-week, which may or may 
not prove that a mental picture cf 
a beating is easier to take than a 
real one. 


# Although the Pabst Brewing Co., 
Chicago, does not figure in the 
Carter-Collins controversy, AA 
queried the brewing company for 
its views because Pabst and Gil- 
lette are the major sponsors of 
boxing bouts. 

Richard H. Hehman, Pabst ad- 
vertising manager, said he consid- 
ers it “unfortunate” if Gillette 
sales are affected by the contro- 
versy “because after all, the spon- 
sor can’t be held responsible for 
what happens in the ring.” 

He pointed out that Pabst, for 
example, contacts the Internation- 
al Boxing Club through the brew- 
er’s agency, and the bouts are ar- 
ranged by IBC. Once under way, 
the fight, fighters, referees and 
judges are under the jurisdiction of 
the state boxing commission, he 
added. 

“If a sponsor did make sugges- 
tions as to a fight,” he said, “he 


Boxing Sponsors Have a Problem 


Boxing and other athletic events are a natural for television 
and for advertising sponsorship. But they also represent a po- 
tential headache which advertisers should be very much aware 
of and prepared to do something about. 

The problem was highlighted by the recent championship 
lightweight boxing match held in the Boston Arena, with 
Champion Jimmy Carter going against Tommy Collins, Boston 
challenger, whose spectacular career was recently the subject 
of a feature article in The Saturday Evening Post. 

The fight soon became one-sided, with Collins going down in 
the first round, and later taking a terrific beating before the 
fight was finally stopped in the fourth round. Collins had been 
floored ten times before the fight was over, and according to 
both Associated Press and United Press stories, which were run 
the following day, many sports authorities, as well as members 
of the general public, were shocked by the brutality which a 
one-sided fight always develops. Carter himself was quoted as 
saying that he was sickened by the necessity of having to con- 
tinue punching his helpless opponent around the ring. 


s This is not the first time that TV network boxing shows 
have been allowed to go far beyorid the stage at which they 
were no longer contests. Recently Ezzard Charles, former 
heavyweight champion, gave Rex Layne, the Salt Lake City 
heavyweight, a terrific beating in a fight televised from San 
Francisco. Although Layne lasted the ten rounds which had 
been scheduled, he was out on his feet at the end of several 
rounds, and was beaten so unmercifully that good judges of box- 
ing do not believe he will ever again be a serious competitor 
for heavyweight honors. 

In a New York boxing show televised to a national audience 
not long ago, a South African welterweight had so completely 
mastered his opponent that he quit slugging only to be urged 
by the referee to continue his devastating attack. 

It may be argued that the advertisers who sponsor these 
shows have no responsibility for what happens. That is doubt- 
ful, because in many cases they are the chief source of revenue 
for the promoters, and with the International Boxing Club, 
which controls the major bouts in most cities, they are really 
in charge of the shows and how they are handled. 

If boxing, which is an interesting sport to watch as long as 
it is a real contest, ever degenerates into a slaughter, with a 
helpless man receiving punishment from an opponent who is 
obliged to continue slugging his adversary, then those in charge 
of the show should demand that the fight be stopped. To do 
otherwise is not only to create public resentment which might 
easily eliminate boxing as a public sport, but also to destroy 
the good will created by the advertiser who brings these in- 
teresting events to the public via television. 


s Another thing to remember is that while a bloody fight does 
not necessarily register that way on the TV screen, most of the 
people who view these spectacles are not experts. Many of them 
have never been present at a boxing match, and they may not 
even be able to judge whether a beaten fighter is physically able 
to continue. But they do know when a man is helpless and un- 
able to defend himself properly, and they resent being asked 
to view an exhibition which has become nothing more than 
a display of man’s inhumanity to man. 

The advertiser whose commercials are presented between 
rounds of a major boxing match naturally wants to get a good 
run for his money, and if a quick knockout results in a substi- 
tute match between unknown fighters being put on, he will lose 
most of the audience. But again the real interests of the adver- 
tiser require that the shows he sponsors be conducted in such 
a way as to meet the public’s demand for decency and fair play. 

This is a really basic problem of TV networks and stations, 
promoters, and advertisers and their agencies. Another debacle 
such as that which developed in the Carter-Collins match may 
prove to be more than even the long-suffering American pub- 
lic is able or willing to stomach. 


would be accused of undue inter- 
ference.” 


Krasula to NBC in Chicago 
Stephan Krasula, previously a 
member of the advertising and 


merchandising staff of Pabst Sales | 


Co., has joined National Broadcast- 
motion writer. 


Agency Network Plans Meet 

he 15th annual conference of 
the members of Trans-America 
Advertising Agency Network will 
be held May 14-16 in Atlanta. Host 
agency will be Charles A. Rawson 
& Associates, Atlanta. 


| coming president and finally chair- | 


the responsibility of state boxing ing Co. in Chicago as senior pro-/| director for the Assn. of American | 
/Soap and Glycerine Producers, 


| 
| 


LOUIS W. HAAS sentative in Detroit for The Satur- 

Cuicaco, April 28—Louis W. day Evening Post, died April 25 
Haas, 69, chairman of the board of | @t his home in nearby Larchmont. 
W. E. Long Co., baking industry | Before joining the Post, he had 
consultant, died April 27 at Alex- been general sales manager of Liq- 
ian Brothers Hospital, following a “id Carbonic Corp., Chicago. 
long illness. 

Born in Germany, Mr. Haas at- EDWIN I. GUTHMAN 
tended the University of Freiburg} Cyrcaco, April 28—Edwin I. 
and the University of Berlin and | Guthman, 49, a pioneer in the elec- 
came to the U. S. in 1911. ‘tronics industry, died April 24 in 

He became associated with W. E. | Billings Hospital. 
Long Co. in 1919, and soon was| Mr. Guthman was president of 
placed in charge of the laboratory Eqwin I. Guthman Co., radio and 
and production services. He was television parts manufacturer, 
advanced to v.p. in 1948, later be- | which he founded 23 years ago. He 
had been chairman of the coil sec- 
tion of the Radio-Television Mfrs. 
Assn. and during World War II he 
was a member of the War Produc- 
tion Board’s electronics panel. 


man of the board. 


NELLIS NORMAN DALTON 
Kansas City, Mo., April 28— 
Nellis Norman Dalton, 74, research 


Gardner Gets Luxor 


| Pezon & Michel, Amboise, 
|France, manufacturer of Luxor 
'spinning tackle, has named Donald 
W. Gardner Advertising, Boston, 
‘to handle its advertising in the 
U.S. Plans call for sport publica- 
tions and selected consumer maga- 
zines. 


New York, died here April 26. 


JACOB B. GREINER 

New York, April 28—Jacob Baur 
Greiner, 83, who retired 25 years 
ago as western advertising repre- 


Advertising Age, May 4, 1953 


Sarnoff Predicts 


Vast Increases 
in TV Spending 


Los ANGELES, April 29—An an- 
nual advertising expenditure of 
far more than $1 billion in televi- 
sion is a possibility within a few 
years, David Sarnoff, board chair- 
man of the Radio Corp. of Amer- 
ica, declared today in the keynote 


NARTB Convention 


address at the National Assn. of 
Radio & Television Broadcasters 
convention. 

Mr. Sarnoff predicted that net- 
works will reach into all parts of 
the country, and local stations will 
develop local programs that not 
only reflect credit but will add in- 
terest in their own communities. 

Reviewing developments in tele- 
vision research, he said that the 
need for compatibility in color 
television is now generally recog- 
nized, adding that he hopes the 
day is not far off when compatible 
color TV will be authorized for 
commercial broadcasting. 

Mr. Sarnoff urged broadcasters 
to begin color operations as soon 
as standards are approved by the 
Federal Communications Commis- 
sion. He observed that those who 
similarly seized the opportunities 
offered by b&w television six or 
seven years ago have been paid off 
magnificently. 


@ Discussing the differences be- 
tween TV and motion pictures, Mr. 
Sarnoff said that the differences 
between the two may be temporar- 
ily blurred by the similarities be- 
tween them, but these differences 
are very real. 

In his opinion, audiences in the 
homes and in the theaters are 
quite different entities, and will not 
long be satisfied with the same 
fare; people will expect each me- 
dium to provide its own type of 
fare. 

The satisfaction of this dual 
need calls for artistic enterprise 
and open-mindedness in experi- 
mentation, he said. “I for one am 
not envious of the resources of 
Hollywood’s motion picture stu- 
dios, or the box office.” 

Taking a pot-shot at pay-as-you- 
see systems, Mr. Sarnoff said: “I 
am convinced television broadcast- 
ing, like radio broadcasting, can 
solve its economic problems with- 
out a cash box in the home.” 


# Calling for originality in pro- 
gramming, he urged development 
of new techniques and ideas that 
will ultimately lead to television’s 
own art forms, suitable for the 
intimacy of its appeal and within 
reasonable costs. 


Viewers are the judge, he point- 
‘ed out, and by selective listening 
‘and viewing they can encourage 
‘the trend toward more sponsor- 
ship of the finest cultural and in- 
'formational programs. 
| He asserted that advertisers rec- 
ognize that a message presented 
| with tact, and in good taste, will 
| win more customers and good will 
than blatant commercials or claims 
|exaggerated to the point of irrita- 
| tion. 


# As for radio, Mr. Sarnoff de- 
clared that, despite prophets of 
doom, it plays too vital a role in 
\the life of the nation to be can- 
celled out by another medium. 

He cited these points as proof 
|radio has continuing economic op- 
portunities: over-all increase in 
time sales; 45,000,000 radio fami- 
lies; 25,000,000 automobile sets; 
millions of portable sets, and 1952 
production of 10,000,000 radios. 

Mr. Sarnoff was the first indus- 
try leader to be chosen as keynote 
speaker. 
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' WHEN YOU BUY NEWSPAPER’ SPACE IN WASHINGTON .... 


BUY EVENING! 


BUY 


| ah “HE 

| WASHINGTON 

The=News 
, DAIL Vite 


A Scripps-Howard Newspaper 


Washington’s Fastest Growing Newspaper! 


F vadene advertisers have always recognized this essen- Tie evening paper is the one from which they get the 
tial characteristic of the rich Washington Market... news of the world, and plan and discuss together their 
more than any other metropolitan area in the country, next day’s shopping in the unhurried hours of the family 
Washington does its reading in the evening. circle, 


Here is the incontrovertible evidence: 
70 per cent of Washington’s male population over 
14 have full-time jobs. 


Ih the past five years, this preference for an evening 
newspaper has been proved. Circulation figures of The 
Washington Daily News, Washington’s Fastest-Growing 


In addition, Washington has the highest percentage Newspaper, reflect this trend. Here’s the record in the 
of working women of any large metropolitan area Primary Washington Market: 
in the country! More than 40 per cent of the wom- 
en over 14 years of age are employed outside the IIB WIS «oc ccccccccccccwcccsccccns Up 25,995 
h ! 

- Ce... cirneapeee Up 2,684 
That puts 55 per cent of the population over 14 at 
work all day. Post ----------+-- eee ee eeeees Up 8,478 


Furthermore, this vast army of employed Washing- 
ton men and women start to work early. 


For instance, 76.9 per cent of the Government em- With the death of The Washington Times-Herald’s aft- 
ployes get to work by 8:30 or earlier. ernoon editions (last recorded circulation: 66,400 copies), 
we believe it more important than ever to re-emphasize 
to buyers of newspaper space in Washington that the 
two evening publications, The Washington Daily News 
and The Washington Evening Star—together give a 92.7 
per cent coverage of families living in the Primary Wash- 
ington Market. 


Only 15.4 per cent of Washington workers travel 
longer than half an hour to reach their office. They 
are not rail-commuters, with plenty of time to 
thumb thru papers as they ride. Instead, they grab 


crowded streetcars and buses, or drive their own 
cars. 


None of these people, as you see, have time for thoro 


morning paper reading. This figure is based on the last A. B. C. Statement. It 


does not include increases anticipated by the abandon- 


B ment of afternoon editions by The Washington Times- 
ut Washingtonians go home early. Some readers take Herald. 

their afternoon papers with them, others find them on ° 
their doorstep when they get there. This is a real home- Advertisers get this 92.7 per cent coverage at an ex- 
town. tremely favorable rate. 


May we repeat... 
When you buy newspaper space in Washington 
BUY EVENING— BUY THE WASHINGTON DAILY NEWS, 


Washington’s Fastest Growing Newspaper! 


Represented Nationally by General Advertising Department Scripps-Howard Newspapers 


sag 


230 Park Avenue, New York City * Chicago : Detroit 1a San Francisco @ Cincinnati @ Philadelphia ©@ Dallas 
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We want someone who can prove 
he’s the man to be Copy Chief 
under our Vice President in Charge 
of Copy. 

This agency bills $15,000,000 a 
year—fine clients— wonderful 
working conditions—steady, sub- 
stantial growth—willing to pay on 
the generous side for the right man. 

If you're interested in a great 
opportunity to grow with us and 
share in our prosperity ask your- 
self these questions : 


A. Am I creative? 


B. Can I prove it with specific 
ideas, campaigns or ads that 
I created or inspired for any 
national accounts? 


Cc. Is my writing creative? 
DB. Can I explain ideas to 
clients—to contact? 


! 
| 
| 
{ 
| 


New York 4-A Agency Looking 
for Top-Flight Creative Copy Man | 


€. Am I under 45? 


| THE ADVERTISING MARKET Pace 


line, minimum charge $4.00. Cash with order. Figure all cap 


Rates: $1.00 per 
lines (maximum 
per line. Add tv 
Preceding public 
column inch. Re; 


two) 30 letters and 


ular card discounts, 


Advertising Age, May 4, 1953 


| 


spaces per line; upper & lower case 40 


lines for box number. Deadline Wednesday noon 12 days 
tion date. Display classified takes card rate of $12.75 per 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


If your answer is ““Yes"’ to cach 
of these five questions, and you'd 
like to know more about us and 
the job, we'd like to hear from you. 

When you write please send 
evidence (that does not need to be 
returned) which you consider con- 
firms your answers to questions 
“B” and “C”, 

Also, tell us in your letter what 
you consider the two best adver- 
tising ideas, themes or campaigns 
currently being used in any field 
and why you think so. 

Everyone in our copy depart- 
ment to whom it matters knows 
we're running this ad. 

If you can spare one, please 
send along a snapshot or photo 
which you will not want returned. 


BOX 487 


| 


Information for Advertisers 


No. 4641. Improving Handling of 
Advertising Inquiries. 

How 368 companies who adver- 
tise in trade, farm and consumer 
publications take care of inquiries 
forms the basis of a booklet by 
Tension Envelope Corp., New York. 


Recorded graphs on speed and per- 
American Photocopy Co. 


centage of response, quality of 
sales letter, enclosures and fol- 
low-up, and type of reproduction, 
salutation and envelope are in- 
cluded. 


No. 4642. Book Matches—Bait for 
Industrial Prospects. 


Individual, flexible, controllable 
and economical plans for use of 
book matches by industrial adver- 
tisers are explained in booklet, 
“Fishing for Sales with the Right 
Bait,” by Universal Match Co., St. 
Louis. Facts on readership and 
message retention and samples of 
effectiveness of matches in direct 
mail programs are included. 


No. 4643. Use of Color on Corru- 
gated Boxes. 

One of the “Little Packaging Li- 
brary” series, by Hinde and Dauche 
Paper Co., Sandusky, O., this pam- 
phiet describes uses of color on 
industrial and consumer packag- 
ing. Contents include picking color 
combinations, legibility of color 
combinations, color “activity,” 
competitors’ color, function of col- 
or, color for promotion, color for 
protection, color for product iden- 
tification. 


No. 4645. Low-cost List Production. 


The Flexoprint method of pre- 
paring lists, indexes, and other 
tabular material, developed by 
Remington Rand, New York, elim- 
inates typesetting and proofread- 
ing costs, and permits changes by 
simply changing typed cards. A 
six-page bulletin describes the pro- 
cess and its advantages, 


Note: Inquiries for the items listed above will not be serviced beyond June 15. | 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ApveRTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


COMPANY 
ADDRESS 
CITY & ZONE 


e__re_e_—_es=_see_ ees ee ee ee ee 


No. 4646. Fast Reproduction of 


Layouts, 
Black on white reproductions of 
|your letters, blueprints, layouts 


|and other paper in 45 seconds re- 


Please send me the following (insert number of each item wanted 


Prrrrrtt eee 


Prrrrrrri eee 


gardless of the texture, material 
or color of the original is de- 
scribed in a booklet offered by 


No. 4626. Reading Preferences of 

Auto Mechanics Studied. 

Popular Mechanics offers a new 
“Magazine Readership Survey 
among Auto Mechanics” which was 
recently made by Daniel Starch 
& Staff. Readership is reported 
for 33 general magazines, with 
Popular Mechanics showing up in 
second place, just after Life. A 
projection of the figures suggests 
that Popular Mechanics reaches 
nearly one-third of all auto me- 
chanics in the U. S. 


No. 4636. “Aids to Letterhead De- 
sign.” 

A portfolio, “How To Design a 
Letterhead,” offered by Parsons 
Paper Co., contains samples of ten 
different letterhead designs for a 
variety of businesses and a four-| 
page discussion of basic rules for | 
letterhead design by Lester Beall. 


No. 4640. Incentive Plan for Sales- | 
men. 

A booklet, “Incentives at Work” | 
prepared by Belnap & Thompson 
Inc., suggests methods of planning | 


prize campaigns for salesmen and | 


OPPORTUNITY fo: 


oung man with solid 


working knowledge of magazine writing, 


| editing, amd production to take over re- 
| spcnasible editorial 


ysition on fast-grow- 
ing trade monthly 11 Southern Michigan. 
Must know retailing and photography. 
Box 5699, AD ERTISING AGE 
200 E. Illinois S:., Chicago 11, II. 


COPY WRITER 
Excellent opportunity with rapidly ex- 
panding advertising .gency for good com- 
mercial writer. Mu-t be experienced at 
writing copy both at retail and trade 
levels. MUST BE HIGHLY CREATIVE! 
Write for full particulars. 
Box 5697, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
DOROTHY POCKSTADER 
Employment Consultant 
De Paul University Bldg. 

64 East Lake, Chicago 
BETTER MEN FOR BETTER JOBS 
Ra 6-6167 
ADVERTISING SALESMAN 
Large circulation farm publication, needs 
assistant advertising manager. Agricul- 
tural background helpful but not essential. 
Should have space selling experience and 
acquaintance in field. 30 to 40 years of age. 


Salaried position. Man accepted will even- | 
tually head department. Write in confi- | 


dence giving qualifications and salary re- 
quirements. Address: The Nation’s Agri-~ 
culture. 

221 North LaSalle St., Chicago 1, Ill. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 53-4424 
BANKERS BLDG. CHICAGO 11, ILL. 
SALES PROMOTION - Young man who 
can write crispy, action-provoking sales 
letters to head up sales promotion and 
unit of old established Chicago mail order 
firm. Excellent opportunity for the right 


man. Write and tell why you think you | 


can fill the bill. Our people know of this 


ad. 
Box 5706, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING MANAGER 


Are you an experienced executive 40 to 


45 years old who has had actual sales ex- 
perience in addition to advertising? If 
you have the education and _ business 
background to meet these requirements, 
we have a permanent and very worth- 
while future for you in our organization. 
Additional qualifications might include 
copywriting or rough layout experience, 
industrial advertising, direct mail, publi- 
city. This is a job for a man of mature 
experience who wants to grow. A job for 
a competent advertising man who has also 
had actual sales experience. Reply by 
letter only direct to Neligh C. Coates, 
President, Clipper Manufacturing Com- 
pany, 2800 Warwick Boulevard, Kansas 
City, Mo. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


POINT-OF-SALE 
To experienced brokers calling on large 
firms we offer opportunity to earn good 
commissions on custom-printed flexible 
corregated, favored by advertisers on the 
alert for highly effective, economical dis- 
play material. Write 
Box 5698, ADVERTISING AGE 
801 Second Ave., New York 17 N. Y. 


REPRESENTATIVE WANTED 
For New York - Philadelphia Area 


Product is an automatic slide projector 
unit suitable for use as convention exhibit, 
point of purchase display, employee and 
sales training tool, and public relations 
applications. Moderately priced, soundly 
engineered, and attractively finished in 
appearance. 
Representative should have contacts with 
advertising and sales promotion personnel 
of large industrial and commercial ac- 
counts, as well as with display builders 
and designers 
Compensation on straight commission ba- 
sis. Full protection guaranteed 

Box 488 ADVERTISING AGE 
200 E. Illinois St Chicago 11, Ill. 


COPYWRITER 


Promotion department of leading Chicago 
publisher wants man under 25 as junior 
writer of newspaper, tradepaper and di- 
rect mail copy. Some contact work but 
ability to write is primary requirement. 
Must have not less than one year experi- 
ence in writing catalog, direct or news- 
paper copy. Permanent job with advance- 
ment as fast as merited. Small congenial 
staff. Give details of education, experience 
and salary expected. All letters handled 
confidentially. Do not send samples until 
| requested. Address: 

Box 5708, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

| BARNARD 


| A service or employers and applicants 
| in the fields of advertising and publishing. 
| Office and Professional CEntral 6-3178 

176 W. Adams Street Chicago 3, Ill. 


| Nationally known advertising book match 
manufacturer offers you opportunity to 
place space contracts on advertising book 
matches on low cost distribution pian. If 
you can sell magazine, radio, TV, etc. 
space, you can sell space on advertising 
| book matches. We pinpoint metropolitan 
| areas in the United States. Liberal com- 
mission. Outright sales to hotels, indus- 
trials, etc., also offer substantial com- 
pensation. Can be worked full or part 
time. 
| MATCH CORPORATION OF AMERICA 
3433-43 W. 48th PI. 
| Chicago 32, Ill. 
| Attn: W. E. Scaman 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENT 
| 209 S. State St. Ha 7-2063 Chicago 
| RADIO - TV COPYWRITER 
Excellent oportunity with rapidly expand- 
| ing advertising agency for good commer- 
|cial writer. MUST BE HIGHLY CREA- 
TIVE! Write for full particulars. 

Box 5707, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tl. 
| CREATIVE COPYWRITER WANTED 
| Small, growing mid-South agency offers 
| excellent opportunity to outstanding cre- 
| ative copy man. Must be able to develop 
| fresh, sound campaign ideas and copy for 
| all media on all types of accounts. Must 
} be of potential management calibre. Some 
| production know-how and previous con- 
tact experience or ability desirable. Please 
send complete resume, including salary 
requirements. Your letter will be kept 
confidential. 

Box 5663, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


POSITIONS WANTED 
AGRICULTURAL WRITER - 
RESEARCHER 
Knows farming intimately. Competent 
market analyst. Creative thinker who can 
uncover new selling ideas, and translate 
them into effective sales presentations, 
advertisements and promotion materials. 
Box 5701, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Tl. 


POSITIONS WANTED 


COPYWRITER, 26, mfr. & agcy. exp. Now 
employed. Seeks position with agcy. that 
isn’t afraid of originality, appreciates in- 
dustry, rewards productivity. 
Box 5700, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Il. 


| Free lance Adv.-Prom.-Edit. assignments. 
| 8 years exper. with national clients. 

Box 5702, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
ADVERTISING & PUBLIC RELATIONS 
Agency executive (34, college, married) 
offers progressive manufacturer 12 years 
advertising, sales promotion, public re- 
lations experience. Mature mind, pleasant 
business personality, leadership ability. 
Can be available soon. Please send full 
details in first letter. 

Box 5709, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
DO YOU WANT AN EFFECTIVE 
BRANCH MANAGER or SPACE SALES- 
MAN for all or a segment of the midwest 
states? This is a profitable opportunity to 
secure an experienced, constructive, 
ethical Sales Agent to cultivate and pro- 
duce revenue advertising in your publica- 
tions. Interested in connection of a perma- 
nent nature with only one publisher. 

Box 5703, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITY 


$1,000,000 PATENT-PROTECTED 
ADVERTISING IDEA! 

Inventors unable to finance sensational 
new advertising idea will sell complete 
rights to qualified party. Idea has un- 
limited financial potential. Write today! 

Box 5705, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 


MISCELLANEOUS 


FOR YOUR BANK CLIENTS. New adv. 
educational folder, samples and details 
on request, disc. allowed agencies. Bartho- 
lomy Associates, Publishers. 50 Central 
Sq. Youngstown 3, Ohio 


CANADA'S BEST MAILING LIST 
200,000 live names on Elliott stencils. 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 


ROVING ROBERT— 


An enterprising and imaginative BUSI- 
NESS PAPER REPORTER, member bu- 
reau one of nation’s leading trade paper 
organizations, seeks permanent association 


as traveling reporter. Seasoned, young 
and highly capable, he can produce 
highest recommendations from leading 


business magazines and papers for whom 
he formerly free-lanced. His honesty, re- 
liability and moral integrity are tops. Box 
492, ADVERTISING AGE, 200 E. Illinois 


St.. Chicago 11, Il. 


FOR RENT 
NEW YORK 


Advertising Agency has adjoin- 
ing space of approximately 
1,000 square feet, available at 
$4 ft. North light, ideal for art 
studio, photographer or allied 
field. Will divide. 


Mr. Landesman, 
8th floor, 6 E. 39th St., N. Y. 16 


SALES SLIPPING? 

Real plugger with brains will liven up 
your space, radio, TV, or P-of-S orders. 
| Long experience buying and _ selling. 
| Knowledge practically all phases of adv.- 
promotion. Single, 32, free to travel or 
leave NYC. 

Box 5704, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


MEDIA SUPERVISOR 


Rapidly expanding Chicago Agency, 
handling key customer and indus- 
trial accounts ranging from the 
100,000’s to the multi-millions, pre- 
sents exceptional opportunity to ex- 
perienced younger man, strong on 
up to date methods in planning, 
analysis and operating procedures, 

particularly on print with some fa- 
miliarity on broadcast. Salary open. 


Box 493, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


illustrates the various methods 
with case histories. 


No. 4639. “How To Sell Through 

Advertising Specialty Jobbers.” | 

This booklet explains the basic | 
characteristics of the advertising | 
specialty market from getting | 
started in the field thru a sum-| 
mary of trade customs and the de- | 
velopment of a selling plan. 


WANTED 
$25,000 COSMETIC COPYWRITER 


We want a top-flight chief copywriter for a national million 
dollar cosmetic account. He must know fashions and cos- 


metics, must have a flair for 


the dramatic, must know how 


to write selling copy (but with finesse), must be able to 
make a good impression on clients. 


The man we prefer is now 


a well-known cosmetic copy- 


writer with a record of achievement in a big agency. He 
is perhaps unhappy with present working conditions or 


agency politics, and would like to escape into a smaller 
agency with a relaxed good-humored atmosphere, where 
there are no prima donnas and where team-work is a fact, 


not just an empty word. 


This is a compact and relatively new Middle West agency 


organized by principals with 
Write fully about yourself. 


big agency experience. 
Your inquiry will be treated 


in strict confidence. This is a newly-created job, and our 
staff knows about this ad. Address 


Box 491, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CREATIVE ADVERTISING 
PHOTOGRAPHER 


Over 20 years of mature, sound ex- 
perience in media requirements for 
TV, sound film production, agency, 
printer and studio photography. 


| Background includes directorship 
of TV commercial and package 
shows, educational slides, illustra- 
tions, fashions and industrial work. 


Experience also includes editing 
for major newspapers and national 
trade and consumer publications. 
Complete knowledge of studio traf- 
fic problems. 


Will re-locate. Excellent refer- 


ences. 
Box 489 Advertising Age 
200 E. Illinois St., Chicago 11, Ml. 


Carrying a Banner 
With a 
Strange Device? 


If “Excelsior” means more 
hay to you... and if you 
want to make more of it, this 
is to remind you that the sun 
is shining in Advertising 
Age’s classified columns. A 
“position wanted” ad may 
rake in plenty of excellent 
job offers for you. Try it 
and see. 
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Drive Starts for 
Non-Wrinkle Visa | 
in 41 Newspapers 


New York, April 28—Deering, 
Milliken & Co. last week broke its 
campaign for Visa, a dacron-wool 
tropical suiting fabric, with inser- 
tions in 41 newspapers and three 
magazines. 

Opening shot was a newspaper 
page in southern and Pacific Coast 
cities. Scheduled to be covered in 
May with pages in the 41 newspa- 
pers are 28 key market cities across 
the country. 

Color page plus a column layouts 
will be used in Life, Newsweek, 
and Time. Visa art and copy also 
will show up in flight kits aboard 
Capital Airlines planes. 


# Theme of the campaign is the 
wrinkle-resistant and light-weight 
properties of the fabric. Maga- 
zine copy will plug suit and slack 
manufacturers and their brand 
names. Newspaper ads drop the 
manufacturers’ names but list the 
brands. 

Business papers, direct mail and 
brochures are being used to push 
the program to retailers. In addi- 
tion, a detailed merchandising pro- 
gram with displays, suggested ads 
and commercials and publicity re- 
leases, has been prepared for deal- 
ers. 

Lewin, Williams & Saylor is the 
agency. 


Ad Network to Hold Meet 
The National Federation of Ad- 
vertising Agencies will hold a+} 
spring regional meeting of its 
membership in the north central 
and south central states in St.) 
Louis on May 22. A seminar cov-| 
ering agency practices and meth- | 
ods will be conducted under the) 
supervision of James L. Hill, Cary- | 


What American Tobacco Co. Spent in Five Media, 1948-1952 


tan an Outta oe Radio and TV, Etc., Not onl 
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\2 Join Lippman Advertising 
Vincent Tartaro, formerly ad- 
vertising manager for L. L. Berger 
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Inc., Buffalo specialty store, has 
joined Lippman Advertising Asso- 
ciates, Buffalo, as an account ex- 
ecutive. Robert L. Frasier, former- 
iy advertising manager for Oppen- 
heim Collins & Co., another Buf- 
falo specialty store, has been 
named an account executive also. 


1948-s5.4 1949 -$8.0 1950: $9.7 
Ey] macazines QQ iincriines ZA siberements Rano’ Eo so 


& x iO | 
GENUINE 
GLOSSY 
PHOTOS 


MEDIA BREAKDOWN-—The chart above shows how American 
Tobacco Co., eighth largest advertiser in the U.S. last year, has 
allocated the money it spent in general magazines, farm maga- 
zines, newspaper supplements, network radio and network TV 
each year since 1948. American Tobacco last year put almost 
one-half of this budget into TV. Its magazine expenditures have 


dropped from almost one-half of the total 


in ‘48 to about one- 


quarter of the total last year, while radio’s share has gone from 
48% to 18% in the same period. Total dollar expenditures for 
each year are shown at the base of each column, with 000,000 
omitted. This charge covers only expenditures in the five media 
listed, and does not include the company’s newspaper advertis- 
ing, outdoor, spot radio and TV, etc. All figures are based on 
data compiled by Leading National Advertisers Inc. 


‘a Quautities 


SELL BETTER! 


Hill, Des Moines agency, and pres- 
ident of the federation. In an item 
in its April 20 issue, AA erroneous- 
ly located the ad group’s head- 
quarters in New York. Headquar- 
ters have always been in Los An- 
geles. 


Gruenwald to Doyle Dane 


Ted Gruenwald, formerly with 
| William Esty Co., New York, has 
joined Doyle Dane Bernbach Inc., 

New York, as television and radio 
' director. 


Chance Joins Van Auken 

B. Harrison Chance, formerly 
sales promotion manager for the 
Nuclear Instrument & Chemical 


WANTED 
A $00,000 -A-Year 
Executive Copywriter 


Back in the semi-depression years 
(1934-1939) there used to be a sub- 
species of advertising man known 
as the $10,000-a-year copywriter. 

If you were a copywriter, you 
felt that you had really arrived 
when you hit that figure. You 
could live very well on it—keep 

a maid and drive a good car. 
Only a few boy geniuses passed 

the $10,000 mark before they were 
35 years old—and they often did 
it more on personality than real 
accomplishment. The true $10,000- 
a-year copywriter was a mature 
advertising man who met most of 
the following specifications. 

. He required practically no su- 
pervision from day to day. 

. He was not only a good writer 
but a versatile one —could 
write a hardboiled mail-order 
type of ad one day and some- 
thing to go in The New Yorker 
the next. 

.He had a really bright idea 
every now and then. 

4.He could plan campaigns — 
either as part of a group or 
all by his lonesome. 

. He could turn out a lot of work. 

. He could train cubs and act as 
copy supervisor. 

7. While he wasn't of necessity 
a glamour boy, his boss wasn't 
ashamed to introduce him to 
important clients. 

. Although not usually a con- 
ference room star, he was suf- 
ficiently articulate to state his 
viewpoint in meetings. 

9. Perhaps his greatest asset was 
his ability to get on with hard- 
to-handle account executives 
and temperamental art di- 
rectors. 

10. He had no intention of re- 
maining a $10,000-a-year man 


tr 
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for the rest of his life. 

. He had to be a good man in 
broadcasting as well as print. 
(Today excellent TELEVISION 
experience would be an addi- 
tional must.) 

A New York 4-A Agency (one 
of the top twenty-five in the busi- 
ness) is looking for the present-day 
equivalent of the old pre-inflation 
$10,000-a-year copywriter. It is 
hoped that this man will eventual- 
ly take over a large share of the 
present copy chief's work. 

What will we pay him? Natu- 
rally, we do not expect to get him 
for $10,000. We are prepared to 
pay well for the right man but 
are not interested in men whose 
sole interest is in doubling their 
present day salary. What you ask 
should not be too far out of line 
with what you are now earning. 

If the tone of this ad makes you 
think you would like to work for 
the man who wrote it—if you can 
meet ALL eleven of the specifica- 
tions outlined above—this may be 
your big opportunity. 

If you are under 33 or over 44, 
don’t bother to write. If you have 
never worked in a big-time agency 
on well-known national accounts, 
don’t bother to apply. 

All copywriters in this agency 
are told that they may feel free to 
look for another job at any time 
—that such looking around is not 
considered disloyal and does not 
jeopardize their standing. No one 
need hesitate to answer this ad. 

Please do not submit any ma- 
terial that has to be returned. If 
your letter is good—and your 
record outstanding—you will hear 
from us within a week. 


BOX 490 


Corp., Chicago, has joined the 
creative copy staff of Van Auken, 
Ragland & Stevens, Chicago agen- 
cy. 


Jefferson Advertising Agency, La 
Crosse, Wis., to handle its adver- 


tising. Basic media for 1953 in-| 
clude Field & Stream and Outdoor | 
Life in the consumer field. Among | 


trade publications, Fishing Tackle 


mien Prompt 


dived. 35 
xeaitional coos subject) 


Denison-Johnson to Jefferson 

Denison-Johnson Sales 
Mankato, 
'the Johnson Reel, 


has appointed | be used. 


Corp., Trade News, Sporting Goods Dealer 
Minn., manufacturer of and Sporting Goods Products will 


PHOTOMATIC co. 


a E. Illinois St., Chicage 11, Illinois 
| Phone: WHitehall 4-2930 


He studies AA for 
ideas to put to 
work for his 
agency s clients 


If you are looking for mint-fresh thinking 
for your clients (and what agency 
man isn’t?), may we suggest that 

you give up that bad habit of skimming 
through Advertising Age during 

your frantically busy office hours. 


Listen to William Frazier who has found 
he must read AA at home to give 
it the study it deserves: 


“Advertising Age is number one 

on my list of ‘must’ reading because it 
gives complete, unbiased coverage of 
advertising and marketing news. Each 
issue is crammed with the mint-fresh 
thinking of the nation’s top creative men. 


“In this Atomic Age of marketing, 
yesterday’s horse-and-buggy ideas and 
methods no longer move merchandise. 
Fresh selling ideas, greater impact and 
initiative are required to expand old 
markets and to uncover and develop 
new ones. 


“Advertising Age gives me 

tomorrow’s news today and keeps my 
thinking in sharp focus on vital 
marketing and advertising problems. 


Free 
with your home 


O) Home 


City 


it to my home address. 
“The Creative Man’s” most provocative articles. 


My name —_— 


William E. Frazier 
Account Executive 
John Falkner Arndt & Company, Inc. 
Philadelphia 


“Of course, I have AA sent to my home 
where I can take the time to read and 
study it thoroughly for ideas 

to put to work for our clients. It 
would be impossible to give AA the at- 
tention and study it deserves, if I 

tried to read it during office hours.” 


Well, that’s it. Plenty of 

admen agree 100% with this suc- 
cessful account executive. If you are an 
office skimmer of AA, try 

making a switch to studying it at home. 
Mail us NOW the order 

coupon below for a personal subscription 
to be sent to your home address. 

With it we will send you, FREE, a 
copy of the new edition of 

“The Creative Man’s Corner,” reprinted 
from one of the most talked-about 
features to appear regularly in 
Advertising Age. 


ADVERTISING AGE 
Dept. M4, 200 E. Illinois St., Chicago 11, Hl. 


| 
| 
Please enter my l-year subscription to Advertising Age and mail 
| 
| 
| 


I am to receive FREE a compilation of 


Title 


| =e repens tere 


C) Company 


subscription | _C) My check for $3 is enclosed. () Bill me later. () Bill my firm. 


A i ee ee ee ee ok ER I ae ee 
53 ee : = ce 
a a | : | ; | 
hat eee 
in- ES 
| SER cei on=y | crEreRTI RENEE | spr onasaco eereame TORI Paid: Seat es ee 
~ | Shere: Sek io Pe es Gea a Peasy & saya See ; : os art SAR SS ‘ oes Phe: z Sweaters shat ae 
3. ; Sk een nhs See aR) | Sa east tea tee  AO% SOLAR nr 3 IW ie sre | it 27% to a gS oN ee ee 
: pay - iy Se eee? VR | 1% tees. : “Teta ytheat is! Rag ae CREE BN Rees Pee eS Gay RS ae oer 
FAG Vo SSE AK BS 222 ERS BRENT ee | Mme wesc kore | labratine tencecs os: = bp eas 
NS eSports eS Se PASTA sed OS SS ie, SEY ue Reais tte : Fe EES ee ste ata fe | aioe: Rea ss" =; hy | eRe ay | = ; ° ns . ae 
‘ Rphttohe SON Pes DIE, | SCAR Rte ERE TOS | fon Stine Cia wh Atanas LOD r Y = fH Rae 
4 Mi apmeenees EAR PUEM ES | ena aN tee eee nie ee ome 2% ‘= 1 ae 
re- ERGs | RRR CE ET | = Z| eee: ee aaa eee 
ae RRA | AACE RARER ATES | y te) ZA DX ee:' le gris 
eM neremamenarana cn «tke j: = sen — _ . eon 
5 LLL, «(sé =e ee = ES = 
7 ‘7 ov, 4 x > x w iD | oF O\ ~ a a ae 
 aeeaenenea seecersrateteees| Reseretenetel: =. ee| fatetebatatatata| = |: ae 
eetetatetate ete | eee) O0/ Ed <a 
. - stotetetetetete | pape O°, RE eee 
— P5555 erences ; >t YY ™ SC XK Peo be | Sem | Bas Litt 
VE ©, OX 0,0, 9-2-2. 4 OUT 42% sae Te "Mer a% ree RR XT ESS SS EE <e 
ES- og - XP , "ee x omit Se 4 % 3° x + — ote DOr "ee <x Ft Ei ESS Ae Hes ae P 
4 eit =: a .9 9.9.4 em T oP Se eee es eS : as Bical 
- | RAS. HERR ROR 8 ea BR HS | RE 45% | Co y 
— weve erereren ee S25 OS orcs OOO £52505 Vm ts Seema «amt ofcns | Sommer Met Bas | Bees. ee. 
ive, | 2, SSK en Prererereret =i. Werererereren =) Se Oe SESS A Se ee 2 
wd weteteteterere om ss SLRS oe te Meestetetetetes x re ‘es os 2SoYy. Baan 2) ' Es | Se Sa : Se re mt 
ca | 1S ete | atetatatteten: =: | slate | -e-eeO0O-0e 1m | Si) eRe Med: 5 | pm the ee 
: ee <4 wee oa Y/R Se SE AES a sala 
na- | as CUP IO% fer ft = re ae 
5 19Se -$18.1 ee 
— = | t. os 
nal | ie 
ete MM —T_...12?wu— ——_- SORES 
un- es 
ay! j Vile 
7 4 ; & ote 
= ( P 
ils rom au | ipa Chany rs 
4 eee eT — PURPOSES | /- 10, | $65.00 hig 2 
tral - —— a bet 7 iy : 00 / 8.50 re : aon 
— PARR AI RR I RE ANI BNR EK ES i OY ee — nan a, | $5.00 = 
| on | 350 
ada ee sue Fle A 
— : f OR Nncial amet 
— ’ : " 
i ee | © ee 3 
} ‘el 
L 7 
. ee a 
, ah end ; 
| § OE RI 
: 
; i ; 
wx j H fr * | é siipan 
q : 
i ey 
; Oe eee... “ a -, ¥ é 
ms , { ice 
, a ¥ A he Y bi oe 
, - h 4 F 4 re 
I ‘4 oS Be 
i i‘ ae me 
pt adi Ag 
ba re ss . a : i 
j ey baw f oe as. es 
—— . - oe iF Mec at t cf | ¥ , 4 : e E 
a — . 
: : 
iad —_—_ 
/ “= Sg ; 
| 
Yhe | | 
Chasftoe 
2 
PEERS Racca es A Bed hs Ss ce 
, es | oe 
| | 
. | =e | 
; and 
| Se . 
ad ‘ 


70 


Cocteund 


INDIVIDUAL 


ATTENTION 


a” 


You'll be pleased and 
satisfied with the 
personal service and 
cooperation you will 
get at Pontiac. 
Whether you use one 


service or all six, you 
will receive the 
benefits of our 40 
years experience and 
the individual attention 
to quality and service 
that has been the 
cause of our 
continued growth. 


Better Programs 


Will Answer TV's 


Problems: Brown 


(Continued from Page 2) 
into the act.” The result has been 
| vocal and vociferous criticism, and 
_all too often this is biased and self- 
_ seeking in nature. He asserted that 
| the time has come to energetically 
_disabuse such people of the con- 
|cept that television programming 
|is a ready and submissive target. 
Instead, the industry should sell 
the great and good features in the 
| social, economic and cultural con- 
tributions of commercial television. 


s Mr. Brown said that relations 
'with the Federal Communications 
Commission have been very good, 
|but there are two decisions be- 
clouding this picture. The first, 
which he termed a “fait accompli,” 
is the concept that the licensee or 
another broadcast medium who is 
potentially injured financially by 
a proposed television operation has 
| standing to file protest in such a 
matter. The potential here is a 
“lawyer’s delight,” he said. 

The second decision, just argued 
on April 23, with a final opinion 


| 


m | pending, is the concept that, all 


|other things being equal (on ap- 
| plication for construction permit), 
| he who is also affiliated with the 


Soe | “two powerful media of standard 


or FM broadcast” in the communi- 
ty concerned is behind the eight- 
ball. This reasoning is based on the 
commission’s thinking that diversi- 
fication is desirable, he said. In a 
lengthy separate report, Mr. Brown 
said that a standard form of spot 
telecasting contract was finalized 
this year in conjunction with the 
American Assn. of Advertising 
Agencies. Now under considera- 
tion is a standard form of film 
contract, he said. Thought is also 
being given to standardizing the 
various lengths of film for televi- 
sion. 

A television industry sales pro- 
motion program has been con- 


88 | sidered, but it was decided that it 


May we tell you more? me 


Write or phone and 
a sales representative 
will call at your 
convenience. 


.) 


UNIFIED 
SERVICES 


COLOR PROCESS 
ENGRAVINGS 
ART WORK 
PHOTOGRAPHY 
TYPOGRAPHY 


ELECTROTYPING 


PONTIAC 
ng t- 


>. 
7% 


SOLD “ 
Sota SOS 
* 8 


— ) 
e+ 
) 
See 


Co 


812 WEST VAN BUREN 
CHICAGO 7, ILLINOIS 


call HAymarket 1-1000 


is still too early to undertake any 
large scale promotional activity. 
However, work has begun on as- 


‘the basis for future activity. 


|@ The report contained the follow- 


. sembling information to be used as 


ing statement by Robert D. Swezey, 
WDSU-TV, New Orleans, chair- 
man of the NARTB television 
board for studying the measure- 
| ment of television circulation and | 


| 
} 
| 


| coverage: 
“One of the most challenging | 
/problems facing the television 


‘medium today, and those who use| 


\its facilities to sell merchandise | 
,and service, is the selection of a 
uniform system for measuring cir- 
culation. 

“Dr. Cawl [Franklin R. Cawl, 
marketing and advertising consult- 
ant] has presented to us a formula 
for such measurement which de- 
serves the serious reflection of all 
those who are in television broad- 
casting and all of those who use it 
as an advertising medium.” 

Mr. Swezey said the television 
board is sufficiently interested in 
these proposals to have approved 


Club’s annual Advertising Day, and Dr. 


MEDAL WINNER—Ben Duffy (left), president of Batten, Barton, Durstine & Osborn, 
chats with Edward T. Roberts, general chairman of the Syracuse Advertising & Sales 


Wesley C. Clark, dean of the school of 


journalism, Syracuse University, after receiving the university's medal for dis- 
tinguished service to advertising. 


the appointment of a special com- 
mittee to work with Dr. Cawl. 


s Three incumbents and one new 
member were elected to the 
NARTEB television board of direc- 
tors. Incumbents returned for 
terms expiring in 1955 are Camp- | advertising” by a more meaningful 
bell Arnoux, WTAR-TV, Norfolk; /|description, “public relations ad- 
Kenneth L. Carter, WAAM, Balti- | vertising,’”’ was advocated here to- 


CotumesiA, Mo., April 29—Sub- 


stitution of the label “institutional | 


more; William Fay, 
Rochester. The new board mem- 
ber is Ward L. Quaal, WLW-TV, 
Cincinnati. 


Ad Bureau Reelects Officers 


Stuart M. Chambers, treasurer 
of the St. Louis Post-Dispatch, has 
been reelected chairman of the 
board of the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Assn., New York. Other of- 
ficers reelected are Joyce A. Swan, 
v.p. and business manager of the 
Minneapolis Star & Tribune, vice- 
chairman; Maj. Gen. J. O. Adler, 
general manager of the New York 
Times, treasurer, and J. Hale 
Steinman, of the New Era & ‘In- 
telligencer-Journal, Lancaster, Pa., 
secretary. 


Opens Idaho Falls Office 


Cooper & Crowe, Salt Lake City 
agency, has opened a branch of- 
‘tice in the Shane Bldg., Idaho 
Falls, Ida. Thomas Morrison, for- 
merly program director for KDYL, 
Salt Lake City, has been placed in 
|charge of the office. 


call 
a 
special 


specialist 


A specialist is a guy who knows more and more about etc, etc. 


| In the field of printing we are specialists of a kind that is 
getting rarer by the hour. Our specialty is doing everything— 


which is to say taking full, undivided responsibility for the 


production of printing, following through from the gleam in a 
| copywriter’s eye to backing up our truck at the post office. We 


Maybe a special specialist in 


have made a specialty of diversification even as our copy- 
writer has made a specialty of being specific in paradoxes. 


printing can give you a quick 


diagnosis and cure for your printing troubles. 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. - Bittersweet 8-1331 


WHAM-TV, | day. 


Speaking at a University of Mis- 
|souri Journalism Week session, 


BBDO’s Harlan Says ‘Institutional’ Ads 
Don’t Tell the Company Story Like PR 


|are trained, Mr. Harlan said. 

_ He emphasized, however, that 
|p.r. advertising is a tool, not a 
/cause, and added: “It cannot per- 
/suade people that a company is a 
| good company if it is not; it can use 
‘facts and spread them among num- 
|bers of people, but it cannot create 


Ridge L. Harlan, copy group head facts.” 
for Batten, Barton, Durstine &| 
Osborn, San Francisco, declared @ Mr. Harlan said that BBDO ex- 
that institutional advertising has | perience has produced convic- 
succeeded in saying nothing about tions that a company’s story should 
a company. Public relations adver-|p. told in the following ways: 
tising he termed the only really (}) Realistically, rather than sym- 
effective voice of company man- bolically; (2) with good humor 
agement. — when this is indicated; (3) fully, 
The big difference in the two) factually, without intellectual 
types of advertising is that public holes, and (4) in terms of people 
relations ads always contain real|the reader can understand and 
information, he said. |with whom he can identify him- 
| self. 
s “They tell people not just that; “Today, no important company 
a company is a progressive com- | can avoid having its story told,” 
pany,” he asserted, “but demon- he said. “Its story will be told by 
strate in specific ways exactly how | many groups—by the press, by 
the company is progressive, the|the unions, by the government. 
plans it has for the future, its em-| But there is no guarantee that 
ploye relations policies and the|these will be either sympathetic 
like.” or fully informed sources of infor- 
While institutional ads proclaim | mation. 
that a company is a good place to. “The only way for management 
wors, a good public relations ad | to make certain its story will be 
tells why—by showing examples told factually, completely, is by 
of promotion from within the com- /using its new and effective public 
pany or by relating how employes relations voice.” 


“SHORT ON SALES? 


| Are you getiing maximum results from your industrial advertising dollars? If you 
| want to see rangible, measurable results INDUSTRIAL MAINTENANCE will produce 
| quentity, quality inquiries from its more than 70,000 plant operating readers. 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 
plant in America’s top-rated companies! 


If you’re covering this multi-million market — if you're short on sales — investi- 
gcte INDUSTRIAL MAINTENANCE today! 


-seuuine Power! INDUSTRIAL MAINTENANCE 


Philadelphia 4, Pa. 
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| tics.” Instead, he urged a united 
| front for the radio industry. 


Broadcast Ad Bureau Plans Assault on 


National Advertisers, Nighttime Hours 


Los ANGELEs, April 30—Weapons | growing. Total radio billings have 
and battle plans for adding at least | risen from $667,000,000 to nearly 


PAYS ITS WAY 


$50,000,000 to radio billings next 
year were paraded before mem- 


$723,000,000 in the face of televi- 
sion’s competition during the past 


IN IDEAS ALONE 


Ideas are the most precious of all 


bers of the Broadcast Advertis-| 24 months, he pointed out. 
ing Bureau, gathered at the Na-| William B. Ryan, BAB presi- 
tional Assn. of Radio and Televi- dent, declared that although only | 
sion Broadcasters’ convention. _two years ago radio was in a state 
Under the title, “Operation Sales of emergency, the “unwarranted | 
Weapon,” the bureau set up four attacks” on radio as an advertis-| 
major objectives: Selling the big ing medium have been blunted. | 
| One of the results of radio’s coun- 
|ter-attack has been the realiza- 
tion that radio can be a bigger 
business than broadcasters real- 


personal assets. Every CLIPPER is 
idea inspiring. Users have told us 
that even if they clipped no art 
from their CLIPPER, they would 
continue to take it for inspiration 


values alone! 


Every issue has 13 pages (17')” x 
22',”) of original quality art, 12 
pages (8')” x 11'y”) of utility de- 
vices, 20 or more ‘‘How to Use" 
samples. Monthly cost only $15.00. 
A single good idea can pay you 
many times the small cost! 


NARTB Convention 


| ized, he said. 
retailer, selling nighttime radio, | 

selling the national advertiser and' s Many of radio’s problems were RADIO MEN—Two of radio’s biggest boosters at the NARTB convention in Los Ange- 
his field organization, and estab- brought on by broadcasters them- les were these top executives of the sales-minded Broadcast Advertising Bureau. On 
lishing radio as America’s best- selves, Mr. Ryan asserted. “They _ the left is Gene Blocki, head of BAB’s Chicago operations, and on the right is 


selling advertising medium. | were making good money easily, William B. Ryan, BAB president. | White FOR FREE SAMPLES 


Plans for more than 100 sales| many new licensees entered the 
effectiveness tests of radio vs. oth-| field and, looking for a fast buck, | try,” he declared. “don't need. help, and ate riding MULTI-AD SERVICES, INC. 
er media during the next 12) they did not assume their respon-| The BAB president aiso decried on the backs of those who are car- L105 Walnut $t. + Peorta, Winels * ) 
months were also revealed. Within | sibilities or support the indus- the “rugged individualists” who rying the load of industry promo- 
the next month, it was announced, 
results will be released of tests) 
which Kroger Co., Cincinnati, and | 
Block & Kuhl Co., midwestern de-. 7 
partment store chain, participated | 
in. 


Wen you ride the road to success with 
Operation Chain Action, you're traveling 


4 with a proven performer on WBAL, Radio 
= BAB v.p. Kevin Sweeney said P perf BAL, Radi 


a four-pronged attack on the big 
retailers—department stores, gro- 
cery stores and ready-to-wear— 
calls for four annual plan presen- | 
tations which show radio sales-| 
men how to lay out an annual ad-_ 
vertising program for a retailer; 
a “how to do it” book for retailers 
giving them a better grasp on ra- 
dio, and a series of reports on com- 
petitive media now being used by | . ‘ 

retailers. | pushing your product in one unified 

To sell nighttime radio (with | 
special emphasis on television mar-_ 
ket resistance), studies of out-of- | 
the-living-room listening, plus. 
cumulative audience reports on 
nighttime programs and total sta- 
tion audience, were promised. 

The attack on the objective of 
selling national advertisers will be. 
led by a doubled national sales 
force in New York and Chicago. 
Special presentations will be made 
locally to district managers, brok- 
ers and other units in the distribu-_ 
tion organizations of advertisers. | 

These local-level solicitations | 
will be made jointly by BAB mem-_ 
ber stations under the direction of | 
BAB, New York. The first targets | 
will be the airlines, the automo- | 
tive industry and food manufac- | 


turers. . .. candy, insecticide, cigarettes, relish, 


Baltimore! 


Operation Chain Action .>. a mighty 


You’re on the right track with... 


Oporition. Chain Action 


advertising-merchandising plan... a chain 


of hard hitting selling operations all 


promotion. You get powerful radio adver- 


tising with a big merchandising plus .. . 


217 food stores and super markets guar- 


antee you prominent point of sale displays. 


Operation Chain Action means business 


... for you! 


Ana one success story follows another! 
National Spot advertisers show increased 


sales and distribution for such products as 


® Charles C. Caley, chairman of peanut butter, tea, salt! Want to know more 


the board of BAB, declared the 
growth of the bureau has been) 
astounding, offering these statis-. 
tics: 

1. Two years ago it had a budg- 
et of $212,000. Within a year a. 
budget of $468,000 had _ been 
pledged, and it is now operating 
on a budget of $615,000. 

2. Every third radio station, and 
every second major station now 
holds stock; membership has 
grown from 545 to 785. 

3. Stations contributed 81.3% of 
last year’s budget, the four net- 
works, 15.4%, and other sources 
accounted for the remaining 3.3%. 

4. During the past year, a total 
of 662 different printed sales pieces 
were sent to each member. Sales 


staffs of members were showed 


how to use the material at a se- RADIO BALTIMORE 


ries of 44 area sales clinics. ae © 
Major presentations were made r : 
to 860 individual advertisers, and NB c - IN M ARYLA ND ile 
last month they were being made ihe Y/ 
at the rate of 100 a month. Direct ae a |e 
mail was also used to reach poten- ef : rh) 
tial advertisers, as were newspa- aS & 
pers and business publications— \ i °” a 
the first such campaign at the na- a 
tional level, the BAB chairman de- ol ": 
clared. Bi 


| UN pans 


Nationally Represented by Edward Petry & Co. xf 


about Operation Chain Action... the 


Be eal 


advertising-merchandising plan with the 
double punch! Contact your Petry man... 
he'll be glad to put you on the right 

track, the road to success with Operation 
Chain Action! 


8 Mr. Caley also compared billings 
to show that radio is alive and 


a . - . > es 4 : 7 e ‘ as, : ¢ k re - av Z es : 3 " Se “ is ce eRe z, 
pam aa . P s - ' ’ : ' 2 : "ey De 
, ne — ' ’ Bee ec 
” Bese 
i ete 
arn es 
— ee ee 
= bean ey 
ine o> fee 
’ . Hee Sa 
2s pa ou ie P F © ’ se 
Se ee : Nae ee ae eee 
| ie ae ess ee ase ee ee Beane Aas ooeee 
fe ee \yigely iggaione asennad Ve cant ad * ee 
. ee “USS Rig RES od ete ro, Gust aa ee ccm 3 Seay 
‘Bt: 4 bss Call ag. yee re pS: te 
: foe geek Soh cae eae cee ‘ a a a oe 
Bs oes Shs: ea ee he ee a 
: aM - ¢ 2: ie mes by a 
Bs ee oe ae YS ae P| ae 
[= Se & Lo ee Caer Bh. a fe ae 
x » byte aph w Ns . pee nea ta Sal ae 
oa ‘ lh ao) ety panne Sees eke Sak aks onc 5 
4 i er ees Bae Ben Hat ; si ee. 9 
.2 Rg ele Se aime cae rca oe ale ie tapes ee as 
_f «Lae alle a aly AS ial 
‘ eee 8 et IE (alee ee er 
. ‘(eet «Sec ee Mr Se ee 
met OS See ee ens cae 
er; Ss i Syne oi ae 
vee: —~ | ene >. ae 
ae 32 a So cee cei oS | Nie oe ono 
Stok hare >. Pome > 4 ee Fae syn? eae % Et a pi 
Bt Sa: a. Os ae, pets a ee 
or oe eae ’ ' ye * } eee Ri ak ai toes ‘s j : 2 melo fr: SSeS 
2 aT eit ase. |e —— 
male Dehn atid . fees 2 evgaen Te ot fy oe aes 
aaa a » et ty yrs Way eo Ree oe aM a es | or) a a eres 
= i ee TEI es ee etter arya Se * ‘ 7 cd eet 
‘Sa = ( -~ rer 
C ART SERVICE oe 
c* oe 
nN, 
ae MG 
$- co 
— ae 
| +% 
iat 

a 
or- ; 
3a ae 
ise : 
m= ‘ 
ate ; 

: oa 

xX- * 
ic- , . 
ld i Poe 

: oan 
Lh ) ee 
m- ‘ 
ior i 
ly, | 
al j 
dle 
nd k ‘ eee s 
n t ater 
ny ae 
Ag ' ‘ 

, i . 
nt. { i 
lat oe 
tic = 
r- a 
nt ce 
be 
by Cae 

i Cae 
. 

ee H | ; 
ie j Vi 
»%, @ i 
° ~~ 
fey © ,.\ 7 
$ eo» 7 - st 2 
; _ ' 
% ; ; 
< il M4 eu 
af” ; M q 7 4a 
s * oie) ees 
£ 
aa tad ee 
mee Eps Bae: “= 
a ie 4 y/ 
vee oa a 
z a ee a = 
. i é 2 Epo ae ae , rave 
EY : ee ge ee : 
be ae: ; ; oe “ 
" Pi ‘aa 
my ie , 
uae : 
é FA i’ iam eh 
rf Ey " er 
: 
| \ 
r Wi 
— 
4 : 
’ 


R. J. (Dick) O’Connor, former- 
ly general sales manager for T. W. 
Berger Inc., Cincinnati maker of 
Elgin steel kitchens, has been ap- 
pointed sales director for the 
Beautycraft kitchens division of 
Miller Metal Products Inc., Balti- 
more. 


Seeder Heads Agency Media 


Mrs. Stephanie M. Seeder, pre- 
viously media buyer for Proebs- 
ting, Taylor Inc., Chicago, has been 
named media director for Sim- 
monds & Simmonds, Chicago. 


PHOTO-REPORTS 


ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 
stories and releases. 


For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 


AA 


O'Connor Joins Miller Metal |‘Bach Letter’ Cites Population Shift of | 


| Teen Agers, Older Adults tor Marketers 


| New Yor«, April 30—There will 
ibe fewer babies, more teen 
agers, fewer young adults and 
more older people in the next few 
years, reports the May issue of 
“The Bach Letter,” published by 
Henry Bach Associates. 
| “Most manufacturers and dis- 
tributors usually become aware of 
an important trend only after the 
trend has become firmly estab- 
lished. Therefore, they often climb 
on the bandwagon too late to get 
a competitive advantage. Right 
_now there is an additional danger: 
|Population trends are _ rapidly 
'changing their direction. Produc- 
‘ers and merchandisers who base 
| plans—like plant expansion, new 
| franchises, new lines—on what has 
| been taking place in the last few 


years may find themselves off the! 000 during the past half decade. changes is a substantial growth | 


| beam.” 

| During the past five years, the 
| letter reports, there has been a net 
| increase of more than 2,500,000 in- 
fants under five years of age. “By 
| 1958, however, we can anticipate 
a possible decline in this age group 
of close to 3,000,000,” with a re-| 


to look for tougher competition and | 
may find it advisable to create! 
new lines, expand into more active 
age brackets and intensify their 
promotion. 


|®§ The expanding age group is the 
|10- to 14-year-olds, which is ex-| 
| pected to register a 3,000,000 gain 
_ by 1958 as against a gain of 1,400,-. 


“Quite a plum for producers spe- | 


cializing in this market,” com- 
ments the letter. 


A low birth rate of the ’30s made 


for a decline of 600,000 in the up- 
per teen age group during the pe- 
riod from 1947-1952, but by 1958, 


are today.” 


college-age population. 
Among adults, the Bach survey 
shows population shifts in two 


growth of the group composed of 
60-year-olds and over. 


= “Although the net effect of these 
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IN THE MIDWEST, FARMING IS BIG 


Farmer Farmer Farmer Agriculturist 
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4125,215 LINEAGE GAINS 


+108,189 +110,209 MIDWEST UNIT 


FARM 


+38,388 


Walleces’ Wisconsin 


LINEAGE LOSSES 
4 GENERAL 
FARM MAGAZINES 


Source: Total Commercial Advertising, Farm Publication Reports, Inc. 
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“there will probably be about 2,- | 
000,000 more teen agers between | 
the ages of 15 and 19 than there | 

Considerable expansion is ex- 
sultant downturn in the demand pected in the high school crowd 
for infants’ wear, toys and equip- | during the next five years while. 
ment. Manufacturers are cautioned little change is predicted in the 


ways: (1) A more rapid decline in | 


the 20- to 29-year age group, and | 
| (2) a continuation of the rapid 


farm paper 


advertising 


the 5 -year trend 
1s to localized 


Lineage Gains of Midwest Farm 
Papers Show Need for Local Impact 


The sensational lineage gains of 
Midwest Unit Farm Papers for 
the five-year period beginning in 
1948, as compared with the sub- 
stantial losses of the four national 
farm magazines, proves adver- 
tisers know the greater effective- 
ness of localized farm paper 
advertising in the Midwest. 


With the return of competitive 
selling in 1948, it was only natural 
that more and more advertisers 
with larger and larger schedules 
would turn to the market where— 
@ Farm income is more than double 

the national average. 


@ Farmers are local dealers’ best cus- 
tomers. 


© Rural population predominates and 


@ 1,290,341, or 9 out of 10 of the best 
farm families depend upon their 
Midwest Unit Farm Paper as their 
chief source of information. 


Mass in the Midwest is Class in the Nation 


Your sales potential is highest where 
farm income is highest—in the Mid- 
west—where there is no other way of 
delivering your sales message as 
effectively as through the Midwest. 
Farm Paper Unit — one order, one 
plate at a money-saving rate. 


Ask for Your Copy 


% 


Aspecial study 
by the U. S. Census 
Bureau compares the buy- “= 
ing power of Midwest Farm 
Paper subscribers and all farmers in 
the 8 Midwest states with the other 
40 states. Write us. 


Ver, 
MIDWEST toe UNIT 


Sales Offices: 250 Park Ave., New York 17... 
59 East Madison Street, Chicago 3 . . . Russ Build- 
ing, San Francisco 4... 1324 Wilshire Bivd., Los 
Angeles 17 . . . 505 N. Ervay Street, Dallas |. 
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BUSINESS...AND GOOD LIVING 


DIG THOSE 
CRAZY WELLS! 


TION cfberng 300,000 
common stock at $1 00 a shave. as more fully set forth 
to sell these secures Total price to the public 
amoust of Usderwrters commusion will be 
the shares are sold, at the rate of $0.25 per share Charter 
the Underwriter, will receive Leger 
of the underwritmg part of which will 


fir 
i! 
i 
i 


it 

Rt 
t 
it 
chine «& 


eer eneree 


WALL ST. BOP—Charter Securities Corp. 
says that this stock purchasing ad, run in 
the New York World Telegram & Sun on 
April 20, brought “unprecedented” re- 


| sponse. Hirshon-Garfield is the agency. 


in numbers, certain buying hab- 
its are affected. In apparel, for 
example, there would seem to be 
a shift away from the population 
that buys relatively more apparel 
and an upward shift in the popula- 
tion that buys relatively less ap- 
parel. 

“Other industries selling to mass 
markets have long recognized the 
need for information on patterns 
of consumer buying, sales poten- 
tials by territories and size of mar- 
ket for particular items,” the letter 
concludes. ‘“‘We are convinced that 
the lag in market research among 
apparel producers is not the result 
of ignorance of the value of such 
research. The trouble is that, ex- 
cept for a handful of concerns, ap- 
parel producers haven’t the re- 
sources to survey independently 
the vast markets of this country. 

“Here, we believe, there is com- 
mon ground for producers to get 
together and jointly sponsor such 
surveys of market potentials as 
would be of common interest and 
could be used to benefit the whole 
trade.” 


Needham, Louis & Brorby 
Names Hoskins TV Copy Head 


Winfield Hoskins, formerly with 
Biow Co., New York, has been ap- 
pointed television 
copy supervisor 
with Needham, 
Louis & Brorby, 
Chicago, a new 
post. He will su- 
pervise creative 
copy production 
of the agency’s 
TV commercials. 

Mr. Hoskins 
began his career 
as a commercial 
Winfield Hoskins artist in Chica- 

go. He later 
joined Walt Disney Studios, and 
worked as an animation artist, 
story writer and director. In addi- 
tion, he has had educational and 
documentary picture experience 
with Film Graphic Studios, New 
York. 


Posner Shoe Aids Dealers 


Dr. A. Posner Shoe Co., New 
York maker of shoes for children 
exclusively, will spark its spring 
dealer promotion by sponsoring 
Jinx Falkenburg and Tex McCrary 
on National Broadcasting Co.’s ra- 
dio and television networks. Mrs. 
McCrary (Jinx Falkenburg) will 
make a series of personal appear- 


ances in the Posner stores through- 
out the metropolitan area. In ad- 
| dition, a series of blow-ups, coun- 
iter cards and streamers, carrying 
‘the star’s endorsement, will be 
|supplied to dealers. Alfred J. Sil- 
'berstein-Bert Goldsmith, New 
York, is the agency. 


| 
| Adrian Bauer Names 3 V. P.s 


| Adrian Bauer Advertising Agen- 

cy, Philadelphia, has elected three 
new v.p.s. They are Frederick 
Goldman, v.p. in charge of mer- 
| chandising; David Kaigler Jr., v.p. 
in charge of radio and television, 
and David Miller, v.p. in charge 
of art. 
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Broadcasters Don 
Glasses for First 
Showing of 3-D TV 


Los ANGELEs, April 29—Ameri- | 
can Broadcasting Co., now a divi- | 
sion of American Broadcasting-| 
unveiled 
three-dimensional television here 


Paramount Theaters, 


today. 
The first public 3-D telecast, 


transmitted: over the regular fa-| 


cilities of ABC’s Hollywood sta- 


tion, KECA-TV, was held for the) 
private consumption of reporters. 
be | 
staged later for industry leaders | 
in attendance at the National Assn. | 


Other demonstrations will 


of Radio & Television Broadcast- 
ers convention. 

The test telecast was aired with 
the special permission of the Fed- 
eral Communications Commission. 
The tests will continue during the 
next two weeks. 

Reporters wore polaroid glasses 
to get the dimensional effect of the 
telecast, which was projected from 
a specially adapted receiver with 
two picture tubes beaming the ov- 
erlapping pictures onto a 3x4’ 
screen. There were live sequences 
from “Space Patrol” and parts of 
a film trailer for “Bwana Devil,” 
the first feature-length 3-D movie. 


e For this first demonstration, 
viewers had to wear their glasses 
upside down because in the rush 
somebody had miscued and re- 
versed the polarizing tubes. 

KECA-TV’s home audience could 
pick up the show, but the picture 
they saw—without glasses—was 
blurred as well as flat. 

ABC revealed that the network 
has been experimenting’ with 
three-dimensional video for about 
four months, with five different 
methods under consideration. 

Frank Marx, v.p. in charge of 
engineering, said the method now 
being tested is only one means of 
possible transmission and should 
not be regarded as final or conclu- 
sive for home televiewing. 


® It is estimated that present sets 
could be converted for the recep- 
tion of depth television for ap- 
proximately $150. Nobody voiced 
a prediction as to when ABC ex- 
pects 3-D video to be ready for 
commercial use. 

Phil Caldwell, director of engi- 
neering for the network’s western 
division, warned that the setup 
used here is not ready for wide- 
spread use “next week.” 

ABC’s experimental projection 
set uses two picture tubes and a 
special non-depolarizing screen. 
Each of these tubes transmits a pic- 


; 17% AFA Is Preparing 
| TRUTH | ~- New Statement on 
| abou “ 
| NYLON { Reference Service 
hosiery oe | 


(See story on Page 2.) 

New York, April 30—The Ad- 
'vertising Federation of America is 
/expected to issue a statement next 
| week clarifying its stand on the 
| 


Must you om top prices te 
| get Gist qualty nylons? 


controversial pamphlet which AFA 
etm |originally said was provided to a 
RB sree’ Spies member of Congress by the Legis- 
lative Reference Service of the 
Library of Congress. 

The statement will be sent to 
everyone who received the original 
document, a list of several thou- 
sand. The AFA did not elaborate 
on the content of next week’s 
statement. 

The source of the document, 
Ralph W. Hardy, legislative v.p. of 
the National Assn. of Radio & Tele- 
vision Broadcasters, was attending 
NARTB’s convention on the West 
Coast. He told AA there that he 
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| SHEER TRUTH—Newspaper ads like this are 

getting 60% reader observation and 
| 18.6% readership of complete text, ac- 
cording to Diamond Hosiery Corp. Con- 
| sumer education campaign was worked out 
by Cunningham & Walsh. 


Nylon Ads Register 
60% Observation, 


Hosiery Firm Says 


NEw York, April 28—The “truth 
about nylon hosiery” campaign by 


story (AA, April 27), and said 
that he had told Elion Borton, pres- 
ident of AFA, that he could not 
reveal his congressional source be- 
fore the AFA sent out the docu- 


Diamond Hosiery Corp. is ex-| ment. 

ceeding “the most optimistic) The documents were distributed 
hopes,” according to the manufac- | by Mr. Hardy to an informal group 
turer. 


composed of trade association ex- 
ecutives in the advertising busi- 
ness. The group meets monthly 
and functions as a kind of clear- 


Company officials said a check 
in Wilmington showed that its 
1,600-line newspaper ads “achieved 


60% reader observation, with|jing house for legislative informa- 
18.6% readership of the complete | tion. 
test.” 


The drive, a consumer-education 
approach directed by Cunningham 
& Walsh, spearheads an effort to 
build national consumer accept- 
ance for Diamond’s Fruit of the 
Loom nylons to the same level the 
102-year-old brand has in other 
soft goods lines. 

Newspaper space is being used 
in Wilmington and Atlanta, with 
TV spots running in Atlanta and 
the Albany-Troy-Schenectady 
area. Ads stress that top prices 
need not be paid for top quality 
nylons. Fruit of the Loom nylons 
are priced lower, copy says, be- 
cause of “modern machines and 
superior production methods.” 


ws Two of the associations repre- 
sented at the meeting were the 
American Assn. of Advertising 
Agencies and the Assn. of National 
Advertisers. Neither circulated the 
document among its members, al- 
though the Four A’s turned over a 
copy to its committee on govern- 
ment-public-educator relations. 
Representatives who attended 
the meeting were a little uncer- 
tain as to the manner in which Mr. 


though all agreed he didn’t identi- 
fy the author as his cousin. 

There was some disposition to 
think that the facts in the Hardy- 
AFA-Library case were dubious, 
but that they—in the words of an- 
other association man—‘‘demon- 
strate an attitude.” 

“We are disturbed by the atti- 
tude demonstrated by the pam- 
phlet,” he said. “It shows an atti- 
tude on which advertising needs 
to work. We’ve never censured the 
library or its work, and we wish 
to help in any way we can.” 


oriented that the mirrored picture 
is viewed from a point approxi- 
mately the distance separating a 
pair of human eyes. These two pic- 
tures then represent a viewing of 
the scene from two points that 
correspond to a picture seen by a 
viewer.” 


3-D Ad in ‘Gentry’ Will 


Promote Foot-Joy Shoes s AA asked NARTB President 


ture, one representing the left eye | 


of the camera, the other the right | 


eye. The pictures are transmitted 
in fleeting sequences of left to 
right, each for 1/60th of a sec- 
ond. 

Only one picture is projected on 
the screen at a time, but the hu- 
man eye retains one image for the 
fraction of a second until the brain 
fuses the second with it. As a re- 
sult both pictures seem to be com- 
bined, thus giving the 3-D illusion 
—with the help of the polaroid 
glasses, of course. 


® For the telecast, ABC used a 
conventional TV camera with a 
few accessories. The principal one 
is a rotating plastic disc with a 
mirrored surface covering half the 
area. The other half is clear. In 
addition there is a second, front- 
surface mirror. 

ABC explained that “the disc ro- 
tates in exact synchronism with 
the television frame rate of 30 
complete pictures per second so 
that half of the time the camera 
sees a direct picture through the 
clear portion of the disc. The re- 
mainder of the time the camera 
sees a picture through the combi- 
nation of the mirrored portion of 
the disc and the fixed mirror. 

“These mirrored surfaces are so 


| 


\shoes by Field & Flint Co., Brock- 


| 
| 


| 
| 


| 
| 


N. W. Ayer & Son Names 3 


Harold Fellows if Mr. Hardy was 
acting in his official capacity as 
an officer of the association when 
he secured the material that he 
eventually provided to the AFA. 

Mr. Fellows said that he was not 
aware of what Ralph Hardy had 
been doing with respect to the 


A three-dimensional half-page 
ad in the summer issue of Gentry 
will be used to promote Foot-Joy 


ton, Mass., manufacturer. The ad 
will be printed in red and blue 
offset and red and blue glasses, 
tipped in to the magazine, will re- 
solve the two colors into a three-| ~~. , 9 ee 
dimensional picture when worn. material in question until it was 

The ad is an experiment and|called to his attention at the 
will be keyed to gauge results. The /'NARTB convention in Los Angeles. 


glasses cost about 2¢ each and However, Mr. Fellows said that 
tipping will be done by hand at|he knows Mr. Hardy to be com- 
about 5¢ a copy. Bachenheimer-| pletely straightforward and above 
Lewis, New York, is the agency. board. NARTB executives are in 
a sense autonomous, he added, so 
that when he took over as presi- 
dent more than a year ago many 
activities already under way were 
continued, which he said “is en- 
tirely proper.” 

“As I understand from AA’s 
quotation of its convérsation with 
Mr. Hardy [AA, April 27], he used 
some of this material in the prep- 
aration of a speech. Certainly such 
a speech would be an official act 
of the association, since he is an 
executive of the association,” Mr. 
Fellows said. 


Robert P. Leonhard, formerly 
with Ruthrauff & Ryan, has joined 
the Detroit office of N. W. Ayer 
& Son as a service representative. 
Albert W. Flor, formerly with 
Meek & Thomas, Youngstown, O., 
has been assigned to Ayer’s Chi- 
cago office as a copywriter. Scrib- 
ner C. Daily has returned to the 
plans-merchandising department, 
Philadelphia, following duty with 
the Air Force. 


Prest-O-Lite, Not Auto-Lite 


Electric Auto-Lite Co. was er- 
roneously indicated last week by 
AA as the company starting a new 
campaign on Prest-O-Lite battery 
advertising. The advertiser is 
Prest-O-Lite Battery Co., a sub- 
sidiary of Auto-Lite. 


Guy-Lee Sets Stew Drive 
Guy-Lee Advertising of Palo 

Alto, Cal., is planning a campaign 

to introduce a new product, oyster 


attle. 


had nothing to add to the previous | 


Hardy presented the material, al-| 


stew, for Hilton’s Seafood Co., Se- 


PREDICTION—WMGM, New York, which broadcasts the Brooklyn Dodger games 


under the sponsorship of Schaefer beer and Lucky Strike cigarets, has wasted no time 

in going way out on a limb with a baseball prognostication. These car cards in Fifth 

Ave. buses are calculated to shock even Giant fans into tuning in WMGM sports 
programs. 


NCAA Eases Game-a-Week Schedule for 
Football on TV; Illinois Has Other Ideas 


Kansas City, Mo., April 28— 
| Collegiate football’s one-game-a- 
week TV plan, under attack since 
it was reaffirmed last winter (AA, 
| Dec. 8, 52), is to be modified to 
| enable more colleges to get into the 
| act. 
| The National Collegiate Athletic 
Assn.’s TV committee has achieved 
‘this by adding one week to the 
| series for a total of 13 telecasts, 
‘and by permitting telecasters to 
switch about from one stadium to 
another for some of the programs. 
Particulars of the video control 
program for the 1953 season were 
forwarded to colleges and univer- 
sities this week. To become effec- 
tive the plan must be approved by 
two-thirds of the association’s 
membership. Since most of the col- 
leges have been going along with 
the NCAA’s efforts to give the 
people some TV and at the same 
time protect the gate receipts, ac- 
ceptance can be taken as a matter 
of course. 


# The plan calls for 12 Saturday 
|afternoon dates and Thanksgiving; 
‘two or three of these will a “pano- 
‘rama experiment,” covering a 
|quarter or so of several contests. 
This technique has been used by 
|CBS Radio for the last few years. 
| Preference will be given to 
'schools whose teams did not get 
| on the national schedule last year; 
no member college can appear 
more than once. Each of the asso- 
be 


| 
|ciation’s eight districts will 
|represented in the series. 

| Small college games can be tele- 
| vised locally if the teams wish. The 
'same holds true for sell-out games 
l!at middle-size and large colleges. 
| These local telecasts, which must 
' be confined to the home town sta- 
tion, require prior approval from 


‘Park East’ Folds 
After May Issue 


(Continued from Page 1) 
to continue until the ABC state- 


the NCAA. Approval will not be 
forthcoming if the association’s 
television committee feels the tele- 
cast of such games will do “ap- 
preciable damage” to “sister in- 
stitutions playing at the same time 
in the telecasting area.” 


s Left outside the plan—and 
therefore available for TV coverage 
provided the approval of the tele- 
vision committee is obtained—-are 
games played on other dates than 
Saturday afternoon or Thanks- 
giving. 

Once the plan is approved, the 
committee will select a sponsor. 
The sponsor in turn sets up a 
schedule within the limitations of 
the approved program and negoti- 
‘ates directly with the colleges in- 
volved. 

This sponsor “shall have the 
right to telecast sell-out games 
(locally) provided that the spon- 
sor and the member colleges com- 
peting in these games reach agree- 
ment on rights fees which reflect 
the outstanding local interest in 
sell-out games.” 


® Meanwhile, the state of Illinois 
had other ideas on TV football. 
Coinciding with the NCAA an- 
nouncement, word came _ from 
Springfield, Ill, that legislators 
there have introduced a bill to 
compel the University of Illinois to 
agree to televise any of its football 
games for which there is a sponsor 
willing to put up the cash. 

The bill provides that no state 
tax-supported educational institu- 
tion could refuse to televise sports 
events held in Illinois if such tele- 
vising could be done without cost 
to the institution. 

Illinois athletic director Doug 
Mills declared that if the bill was 
passed his school would have to 
drop out of both the Big Ten con- 
ference and the NCAA. Then, he 
suggested, “perhaps the legislators 
could schedule games for us with 
Canadian, Mexican or Hawaiian 
teams.” 


Municipal Bond Ad Runs 


ment guaranteeing the 70,000-plus | Full-Page, with Pictures 


circulation was available [it has 


been applied for], success would offering $75,000,000 


An ad in the New York Times 
in Maine 


have rapidly ensued.” Its total net|Turnpike Authority 4% bonds is 
paid for the six months ending last | 


December was an average of 57,- 
213. 


s Alexander Tailleur, publisher 
and business manager, told AA 
that Park East last year averaged 
12 pages of advertising in an aver- 
age 72-page issue. During the first 
three months of this year ad pages 
averaged i0 an issue. Mr. Tailleur, 
who is also president of Park Mag- 
azine Inc., said he would remain 
in the publishing business. How- 
ever, he has “nothing in particular 
in mind now.” 

J. Stuart Torrey, who was circu- 
lation manager for Park East, has 
been named to a similar post by 
. American Boy-Open Road. 


believed by the daily to be the 
first new issue of municipal bonds 
ever offered in a full page. The 
ad carried three pictures running 
the width of the page which 
showed parts of the turnpike. 
Tripp & Co., New York, and 
Stifel, Nicolaus & Co., St. Louis, 
underwriting companies, placed 
the ad through Albert Frank- 
Guenther Law, New York. 


Miss Sabine Joins GF 


Harriet Sabine, formerly direc- 
tor of consumer information for 
the Can Manufacturers Institute, 
has joined the General Foods 
product publicity department in 
New York. She succeeds Rowena 
R. Garber, who has been advanced 
to assistant manager of the de- 
partment. 
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This Week in Washington... 


Who Speaks for Advertising? 


By Stanley E. Cohen 
Washington Editor Eph 
WasuincTon, April 30—This is a 


particularly appropriate time for 
the leaders of the advertising in- 
dustry to consider whether their 
associations are providing the kind 
of Washington leadership the in- 
dustry needs. 

Last week one of the associations 


—the Advertising Federation of) 


America—circulated a promotion 
letter which purported to expose 
an anti-advertising bias in the 
Legislative Reference Service of 
the Library of Congress. (See story 
on Page 2.) 

AFA’s case rested on a document 
that came close to resembling a 
hoax. But suppose a bias had ac- 
tually existed—was the circulation 
of an incendiary letter the appro- 


The Fabuhus Southwest 


NATION'S LARGEST TRADE TERBITORY 


EL PASO 


Metropolitan Area 
(El Paso County) 
Population 224,000 
Families 53,800 
Coverage Ratio 
Over 100% 


CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 


Population 555,200 
Families 142,900 
Coverage Ratio 59.2% 
From Sales Mg't. 1953 


The £1 Paso imes 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ aline BUYS BOTH! 


priate way for a great industry to 


* ® 

AFA’s document originated with 
Ralph Hardy, the v.p. for govern- 
ment relations of the National 
Assn. of Radio & Television Broad- 

|casters. For more than a year he 
| has felt that the library is a source 
of material hostile to advertising. 

Suppose, instead of circulating 
the document to the industry, an 
|effort had been made a year ago 
| to ascertain the facts, and to offer 
the library additional material 
from industry files. 

This would have been little more 
than elementary public relations 
procedure. Yet it wasn’t done. 

Last Thursday—after the smear 
had already circulated—Mr. Hardy 
discovered that the library people 
would be glad to consider any ma- 

| terial the industry cares to submit. 

He made a statement pregnant 
with truth: 

“When we get to see this in its 
true perspective, we will realize 
that there has been a great dere- 

liction on the part of the industry.” 
® * 2 

Quite obviously it wasn’t nec- 
essary to terrorize the advertising 
industry in order to deal with sus- 
pected bias—real or imaginary— 
in the Library of Congress. 


Yet this technique is used all too| Veloped Washington relations pro-| 
frequently. In part, this is true be- | 8™ams that are particularly worthy 
cause the legmen who brief the | of study. 
advertising associations seem to) 
live in an atmosphere of job inse- increases, the publishers retained | 

curity which creates a compulsion|Competent representatives, who) 
to command attention by puffing | make a practice of working with. 


cializes in telling its clients how 
_to get their case before the public. | 
Yet here in Washington, where | 


} age Ard 
deal with a problem of this kind? /'men must make decisions of grave | 


eral Trade Commission to list the 


isn’t the FTC saturated with infor- | 
| mation about the voluntary efforts | 
|of the advertising industry to keep | 
\its house in order? 
| 


| 


|azine publishing groups have de-. 


This is a problem that should be | 
resolved in a purely professional | 
frame of reference. 

Here is an industry which spe-| 


importance to the industry, adver- | 
tising stands aloof and leaves the) 
market place to others. 

A few days ago the House appro- | 
priations committee asked the Fed- | 


organizations which are interested | 
in honest advertising. 

The commission’s answer de- 
voted three long paragraphs to the 
work of better business bureaus. 
A single sketchy paragraph sum- 
marized the work of advertising 
and media groups, and none were 
identified by name. 

At the present time, a group of 
advertising associations are ginger- 
ly negotiating a formal relation- 
ship with the FTC—after 38 years. 
Why has it taken so long? Why 
hasn’t it been a matter of primary 
concern that the industry cooper- 
ate with the commission? Why 
hasn’t the FTC been convinced 
that advertisers lead the struggle 
against false advertising? Why) 


Dag Hammorskjold, secretary-general of 


* 6 * 
During the past few years, mag- | 


Facing the threat of costly rate | 


INTERNATIONAL—Shaking hands at the ANPA meeting in New York last week are 


the United Nations, and Vice-President 


Nixon. Looking on are Richard W. Slocum of the Philadelphia Bulletin; Stuart M. 
Chambers of the St. Louis Post-Dispatch, and ex-President Herbert Hoover. 


ANPA TRIO—Another group found at the ANPA meeting includes (left to right) 

F. M. Flynn, general manager of the New York News; Charles F. McCahill, general 

manager of the Cleveland News and outgoing president of the association, and 
William A. Thomson, director of the Bureau of Advertising from 1913 to 1948. 


each episode into a crisis of major |all the private and public groups and decisions. But who speaks for 


proportions. 

The results are hardly beneficial 
to the industry. 

How can advertising hope to be 
laccepted as an ethical profession 
when organizations speaking in its 
name lend themselves to tactics of 
this kind? 

How can advertising retain the 
respect of members of Congress 
when the associations call out the 
militia to deal with problems easily 
handled by the cop on the beat? 

* * ® 

At the present time a group of 
industry leaders is considering 
whether advertising should contin- 
ue to operate its Washington rela- 
‘tions out of New York. 


homemaker who believes in 
who uses it for new ideas for pleasure 


*Mrs. WORKBASKET Subscriber spends hours with each 
issue and she shares it with her friends and neighbors. 
A recent survey shows that 4,350,000 women see each 
issue of The WORKBASKET (based on guaranteed ABC 


circulation of 1,500,000). 


A National Advertiser “‘Sleeper’’! 


wine ig 


and profit. 


The WORKBASKET, with its loyal subseribers, has produced many sensational mail 
response success stories. What better proof of readership confidence could we give you 
than that WORKBASKET subseribers and readers have responded by the hundreds of 
th Is to coup and mail response offers? If you are advertising nationally to 
women, don't miss this active audience! 


Find Out About This Homemaker—Buyer Audience! 


tt will pay you to know Mrs. W. B.* — find out who she is, where she lives, what she 
buys and plans to buy, what her favorite brands are, ete. Get your FREE copy of the 
NEW WORKBASKET SURVEY — 39 pages of interesting facts and figures! Call or 
write the advertising office nearest you. 


*Mrs. W. B. is Mrs. WORKBASKET SUBSCRIBER 


The WORKBASKET 


Publened by Medes Mendiat invermersted 


Kansas City 16, Missouri 


advertising offices: 


here 

| serves respect, those who speak in 

‘ \its name must act with dignity. 

Yo y J 'They must earn a reputation for 


WOMEN SEE... ting: 


The WORKBASKET 


Mre. W. B.* is a lively, interesting, typically American 
The WORKBASKET and 


which are studying the need for 
better postal service and the prob- | 
lem of the postal deficit. 
Advertising’s opportunities are 
not as easily framed in dollar and 


= ¢ | . . ’ 
cents terms. But the same prevent-' “Automotive Chain Store’ Bows 
ive therapy is in order. | Babcox Publications Inc., Akron, 
e * « jin July will bring out its newest 
Two major recommendations monthly magazine, Automotive 
seem to be appropriate |Chain Store, in time for distribu- 
‘pcre . , | tion at the Automotive Accessories 
First, the associations which| so thes 
, a h we " ™ y 
speak in the name of advertising saeieniien weg Nig Re a Rh g 
must behave in a manner that re- page size, and its total circulation 
flects credit to the industry. No) will be approximately 10,000. 
doubt it will be argued that the) 
“fire alarm” system produces re-| Weldment Co. Names Bloch 
sults, but does it make friends?) pandjiris Weldment Co., St. 
Does it command respect? Or, does ‘Louis, has appointed H. George 
it stamp out one crisis only to Bloch Advertising Co., St. Louis, 
generate the next? 'to handle its advertising. 


advertising? 


one will speak until the damage is 
done. 


Today there is no assurance any 


Collins Becomes Consultant 


Arthur W. Collins, founder and 
president of Kaleidoscope, has 
opened a management consulting 
office at 40 Central Park South, 
New York. He will specialize in 
marketing, publishing and human 
relations. Prior to Kaleidoscope, 
Mr. Collins was retail advertising 
manager of the New York Sun. 


Singer Litho-Press Revamps 


James N. Motschall, formerly 
with Motchall Co., has become an 
owner, v.p. and general manager of 
|Singer Litho-Press Co., Detroit 
| printer and lithographer. The com- 
|pany’s name will be changed to 
| Singer-Motschall Corp., and offset 
plate making equipment and addi- 
tional large press capacity will be 
installed. 


If advertising is to be known 
as a profession which de- 


integrity. They must rest their case | 
on facts, and they must forsake | 
smear, bluster and political pres- 


sure. 


sion must recognize that advertis- 
ing’s story will never be told in| 
| Washington unless advertising tells | 
4. | 
| The work of the Advertising 


FOR THE 2nd 
Second, the advertising pas YEAR WE CARRIED ee 


MORE LOCAL GROCERY 


STRAIGHT 


|Council has made a tremendous | 
_impression, demonstrating to all—| 
‘right up to the White House—the | 
|immense good that advertising is| 
able and willing to do for the pub- | 
\lic welfare. : 

| But advertising’s public service | 
‘contribution does not impress the 


LINAGE . 


- than 


any 


| budget bureau chief who is strug- 
gling to hold down the deficit from 
postal operations. | 
Advertising’s public service is 
meaningless to the FTC examiner, 
who is convinced that he wages a 
one-man fight against a mass of 
false material disseminated by ad- 
vertising and media. 
Advertising’s work for war 
bonds means little to the congress- 
|man who faces a petition from 50 
constituents who object to the vol- 
ume of blood and thunder broad- 
cast between 4 and 7 p.m. 
Mostly these are men of good 
will, honestly searching for facts 
as the basis of recommendations 


other IOWA DAILY 
1,357,188 LINES 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PROD- 
UCT TIE-INS in 6195 INSERTIONS .. . proof our grocers 
are cooperative. 


Ask for FREE copy of our TIE-IN Report on how your 
products rated in our advertisements. 


laterloo Daily Courier 
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ANOTHER 
DISTINGUISHED 
AWARD TO 


Tike 
Washington Star 


The Washington Star has been awarded the F. Wayland Ayer Cup for excellence 
in typography, makeup and printing. The Washington Star was picked by the 
judges as the best of the 733 daily newspapers which entered the competition, 
First honorable mention went to the New York Times. We gratefully 
acknowledge this high honor . . . and are proud of this official recognition 

- of our constant efforts to make the pages of The Washington Star the most 
attractive in the United States. 


In Washington, the overwhelming preference is for an evening newspaper 


In 1952, The Star set a new record in Washington with 42,494,020 lines of adver- 
tising, a total surpassed by only three other newspapers in The United States. The Star 
also published 5,000 more columns of news than any other Washington newspaper. 


The Washington Star 


With Sunday Morning Edition 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; The John E. Lutz Co., Tribune Tower, Chicago 11. 
Special Florida Representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida. 
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NARTB Talks TV, But 
Radio Is Still Strong 


(Continued from Page 1) plied that broadcasters as such 
cations could be made in writing earn no preference over others. 
with sworn statements. The rules|' Regarding color TV, Mr. Hyde 
permit this, and it would speed up termed it “serious business.” 
matters, he said. | The commission’s duty, he em- 

The new chairman also said that phasized, is to encourage, watch 
he has been asked many times and study new developments. But 
about possible discrimination there must be adequate field tests 
against applicants who have in- taken up—in the regular manner 
terests in other fields. There is no and in an orderly and objective 
reason for such a position, he fashion—before any changes can 
claimed, because broadcasting has be made, he said. 
benefited greatly from ideas and| ye urged broadcasters to take 
ingenuity brought into the indus-| YHF seriously, to help it attain 


try from outside sources. 


its full development. There will 
not be free competition unless UHF 


= In comparative cases, Mr. Hyde | programming and set production 
said, in justice and fairness to all, | ig given the same recognition as 


| 


decisions must be based on the) yHF’ he said. 
record of hearings as they reveal | 


service potential. He clearly im-| 


WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups, 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $6.00 —it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


s Four major influences will af- 


| fect the future of the broadcasting 


|industry, Harold E. Fellows, pres- 
ident of NARTB, said in his 
/annual report. They are govern- 
'ment, advertising, the public and 
the individual conscience. 

With reference to the govern- 
ment, he asserted that a change of 
political administration does not 
necessarily portend a change in 
government attitude toward broad- 
casting. 

“Next to Korea, the national 
debt, political patronage, Sen. Mc- 
Carthy and sundry investigations, 
the most popular bean-soup sub- 
ject in the Senate luncheon room 


You hear a lot these days about 
the “Marketing Revolution” and 
the swing to automatic selling. 
Like thousands of other business- 
men, you may be worried about 
the future of your business in 
these days of jungle warfare for 
the consumer’s dollar, and won- 
der how you can cut through this 
era of “lazy selling’ and hammer 
out your niche in the market 
place and get your share without 
sinking a fortune into national 
advertising. 

In all the tumult and shouting 
many manufacturers have made 
their own “Marketing Revolu- 
tion’’ by turning to Direct Selling. 
They have quietly by-passed 
sluggish wholesalers and dis- 
interested retailers, and recruited 
armies of ambitious, aggressive, 
on-the-job independent salesmen 
and saleswomen who demon- 
strate and sell their products and 
services right before the eyes of 
customers. Many have rolled up 


women... 
direct! ... 


KISS 


Lazy Wholesale-Retail Marketing 


GOOD-BYE 


Here’s the Sensible Solution 
to the Distribution Nightmare 
Plaguing Manufacturers Today 


Get the full story today—no obligation 


Opportunity Magazine is the pioneer publication serving 

more than 300,000 active independent salesmen and sales- 
. ready to sell your product and your service 

at their own expense! i 

booklet that shows how to build nationwide sales volume 

at low cost, write for full details today on your letterhead. 

Address Dept. A-161. 


mm, OPPORTUNITY 


28 E. Jackson Bivd., Chicago 4, Illinois 


annual sales in the millions, 
achieved nation-wide distribu- 
tion overnight, made boom-time 
profits . . . all without spending 
huge sums to capture illusive 
consumer good will, without 
courting wholesalers and re- 
tailers, without fighting franti- 
cally for counter and floor space. 

Take a look at Direct Selling! 
If yours is an old business losing 
its grip on the market and won- 
dering what to do next... if 
yours is a small business which 
cannot hope to compete success- 
fully with the giants... if yours 
is a new product or service 

- backed by big ambitions but 
small capital . . . take a look at 
Direct Selling! 

You may be amazed and de- 
lighted to discover that Direct 
Selling is the short cut you're 
looking for to quick, pin-point, 
48-state distribution at low 
cost ... with assured profitable 
volume in the first years. 


or free copy, and proof- 


SALESMAN’S 


Z ee 
4 hig viiteis 


ler, board chairman of NARTB, and Thad 


in Washington is still the broad- 
casting business,” Mr. Fellows said. | 
There is still talk of legislation to| 
fix rates, there are diverse view- | 
points on Section 315 of the Com- | 
munications Act, and the shadow 
of proposals for a national policy 
board on programming lingers in 
the corridors of Congress, he 
warned. Similar situations prevail 
in state legislative bodies, he said. 


@ Over the years an attitude has 
come into being that “we don’t 
need to worry about the broad- 
casters. They must do what we 
say.” Mr. Fellows asserted that 
broadcasters have long since es- 
tablished their right to equal sta- 
ture with all other media. While 
acknowledging that advertising 
pays the freight, he said broad- 
‘casting is essential to the process 
| of selling, and is not expendable. 
| Discussing television, and its 
| costs, he likened the television ad- 
vertiser to the man wearing a 
handsome new tweed suit; it 
scratches the devil out of him, but 
he looks so well in it he doesn’t 
| want to take it off. 


a Television is expensive, but not 
in terms of productivity, he said. 
There will be a downward curve 
‘in the cost, Mr. Fellows predicted, 
“but this is an evolutionary pro- 
cess, and we must avoid at all costs 
being stampeded into concessions 
because of the pressure from or- 
ganized interests. 

“Let’s not make the mistake we 
made in radio; let’s see to it that 
the rates bear some reasonable re- 
lationship to the cost of doing 

| business, and not suddenly find 
ourselves in the red and wonder- 
ing why.” 

Mr. Fellows urged support for 
advertising itself. There are those 
who still do not understand that 
advertising is in the public interest, 


FACES AT NARTB—Networks, stations and the NARTB are rep- 
resented in these pictures from the NARTB convention in Los 
Angeles. At the top, in the usuai order, are Alexander Stronach 
Jr., ABC v.p. in charge of the television network; Dick Rogers, 
president of KDUB-TV, Lubbock, Tex.; Frank Russell, v.p. in charge 
of NBC’s Washington office; Robert D. Swezey, executive v.p. and 
general manager of WDSU-TV, New Orleans; Judge Justin Mil- 


convenience and necessity, he said. | 


# After one year of operation, the | 
NARTB television code can point | 


to definite accomplishments, John | increase of 18%. 


E. Fetzer, WKZO-TV, Kalamazoo, | 
and chairman of the board of re- 
view, reported to the convention. 
He said that there have been in-| 
stances of error, loose handling and 
infractions, but these are the ex- 
ception rather than the rule. Mr. 
Fetzer pointed cut that the board 
must develop criteria for the code, 
but its main job is to precipitate | 
“mature, voluntary compliance 
wherein each station manager 
renders his own decisions in the 
operation of a decent television 
property.” 

Adding a note of warning, he 
referred to the findings of the re- 
cent House subcommittee investi- 
gating television programming and 


come after taxes was estimated at 
| $117,100,000, or 18.2% over 1951. 


Brown, NARTB v.p. 


the recommendation that the in- 
vestigation be continued and ex- 
panded. 

“There you have a clear man- 
date to make the code work or face 
the prospect of officially imposed 
censorship,” he asserted. 


s Little came out of the panel of 
three Federal Communications 
Commission members’ which 
wound up the convention program. 

Cornmissioner Frieda B. Hennock 
continued her advocacy of educa- 
tional television, stating that her 
position is that educational sta- 
tions should not do commercial 
programming. Commissioner 
George E. Sterling reported close 
attention is being paid to several 
experiments in the use of booster 
or satellite television stations, but 
that it will be some time before 
appropriate standards can be de- 
veloped. 

The same problem is present on 
the use of community antennas. 
Commissioner Hennock said there 
is still a problem to be resolved 
with respect to community anten- 
nas in that if big city programs are 
brought to a small city market, it 
may be difficult for the small city 
telecaster to get started. 


FCC Reports Radio 
Expenditures Were 
Up 5% During 1952 


WASHINGTON, May 1—Advertis- 
ing expenditures in radio and TV 
passed the $800,000,000 mark in 
1952, according to the Federal 
Communications Commission. 

FCC had already reported that 
TV expenditures reached $336,300,- 
000 in 1952, up 43% in a year. 

The commission now says its 
preliminary figures show $74,100,- 
000 in revenue for radio, a 5% in- 
crease. 

The commission said the com- 
bined AM-TV-FM revenue for the 
year was $809,400,000, an over-all 


Four national and three regional 
radio networks and their 25 
owned-and-operated stations re- 
ported $101,000,000 of revenue, a 
3% drop, but 2,300 other stations 
had $372,100,000—a 7.4% increase. 
The combined radio-FM-TV in- 


A total of 470 AM stations in 
TV markets estimated their 1952! 
revenue at $171,500,000, or 2%) 
over 1951, with three out of five 
of the TV-area stations reporting 
gains. 

In the 63 TV markets the 108 
TV stations reported as much total 
revenue as did 529 AM licensees 


from AM station operations. 
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in charge of TV affairs. At bottom, left to right, are Harold 
See, director of KRON-TV, San Francisco; D. L. Provost, v.p. and 
general manager of the radio-TV division of Hearst Corp., 
New York; Harold Fellows, president of NARTB; Clair McCol- 
lough, president of WGAL and WGAL-TV, Lancaster, Pa., and 
convention chairman; 
KING-TV, Seattle; Pete Schloss, president of WWSW, Pittsburgh, 
and Horace Fitzpatrick, commercial manager of WSLS, Roanoke. 


Otto Brandt, v.p. and general manager of 


ABP Membership 
Hits 136; Haire 
Named Chairman 


Hot Springs, Va., May 1—Asso- 
ciated Business Publications now 
has 136 members—two more than 
it had four years ago when a num- 
ber of publishers withdrew from 
the association as a result of a 
policy decision to vigorously ex- 
pound the advantages of paid cir- 
culation over controlled. The rec- 
ord was achieved with acceptance 
of four new applications for mem- 
bership during the past week. 

The past year also marked a 
record high in diversities and 
intensities of ABP activities, the 
opening session of the 28th annual 
spring conference was told today. 
A review of the year’s activities 
was presented by President Wil- 
liam K. Beard and various com- 
mittee chairmen. 

Thomas B. Haire, president of 
Haire Publishing Co., was elected 
chairman of the board, succeeding 
Paul E. Clissold, Clissold Publish- 
ing Co., who becomes a member of 
the board. 


® Karl M. Mann, Case-Shepperd- 
Mann Publishing Corp., was 
named first v.p., and P. C. Lau- 
inger, Oil & Gas Journal, was 
named 2nd v.p. N. O. Wynkoop, 
McGraw-Hill Publishing Co., was 
reelected treasurer, and Donald 
McAllister, Geyer Publications, 
was named secretary. 

E. P. Honer, The Timberman, 
and Philip H. Hubbard, Reinhold 
Publishing Co., were elected west- 
ern and eastern regional v.p.s, 
respectively. 

The newly elected directors are 
Barbara Creighton, Business News 
Publishing Co., J. H. Moore Jr., 
Moore Publishing Co., and Clif- 
ford S. Bailey, Motor. 

The sessions continue Saturday 
and Sunday with discussions of 
internal problems. A discussion of 
circulation and other problems, 
featuring Curtis W. McGraw, 
president, McGraw-Hill Publish- 
ing Co., and William A. Hart, 
director of advertising, E. I. du 
Pont de Nemours & Co. and presi- 
dent of the Audit Bureau of Cir- 
culations, will close the meeting 
Sunday. 


Appoints Paris & Peart 


Commonwealth Home Products 
Inc., New York producer of 
Copper-Glo cooking ware cleaner, 
has appointed Paris & Peart, New 
York, to handle its advertising. 
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Manufacturer's Biggest Problem Today Is 
Distribution, Management Clinic Insists 


New York, May 1—If anyone 
came away from the annual Amer- 
ican Marketing Assn. merchandis- 
ing clinic this week without know- 
ing that selling and distribution 
are the biggest problems of man- 
ufacturers these days, he was 
asleep. 

Virtually every speaker at the 
opening sessions of the meeting, 
sponsored in cooperation with the 
Sales Executives Club of New 


York, harped on this theme. Each) 
used his favorite phrases and ex-| 


amples to bring out that sales pro- 
motion, sales training, selling and 
distribution for more than a dec- 
ade have lagged behind advances 
in production. 

John P. Stanton, assistant sales 
promotion manager, 
Co., said: “Sales managers be- 
come so involved in graphs that 


Pepsi-Cola | 


| Dyna-Weight _ 


Wilson 


there are no substitutes 
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| IT’S SPRING—Wilson Sporting Goods Co., 


Last Minute News Flashes 


Avon Will Introduce Cosmetic Line in Supermarket 


New York, May 1—Avon Products, which puts out cosmetics and 
‘household items for house-to-house sale, is bringing out a new line 
' which will be sold in supermarkets. No agency has yet been named. 
Monroe F. Dreher Inc. handles the regular advertising, estimated at 
$750,000 annually. 


Great Northern to Boost Newsprint Price $2 


New York, May 1—Great Northern Paper Co., largest U.S. news- 
print producer, will increase its contract price on newsprint $2 a ton, 
effective July 1, making its price for deliveries here $125 a ton. This 
is $1 a ton under current quotations by Canadian mills. 


Socony-Vacuum Sets Drive for High Octane Gas 


New York, May 1—Socony-Vacuum Oil Co. will launch a new cam- 
paign May 18 on its high octane economy gas to run through the sum- 
mer. A minimum of 175 daily newspapers and Sunday magazines, 
1,000 outdoor displays, plus spreads in Life, The Saturday Evening 
| Post and other consumer magazines, will be used. Compton Advertis- 
ing is the agency. 


Benziger Joins Ridder-Johns as V. P. and Gen’]. Mgr. 


New York, May 1—Peter Benziger, formerly with Moloney, Regan 
& Schmitt, has been named v.p. and general manager of Ridder-Johns. 
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Export Admen Hear 
Tips on Setting 
Up Mail Campaigns 


New York, April 28—Direct 
mail is no cure-all for foreign ad- 
vertising problems, but it has an 
important place in export pro- 
grams. 

A. G. Gibbs, mail circulation 
manager of McGraw-Hill Publish- 
ing Co., told the Export Advertis- 
ers Assn. last week that direct mail 
overseas is not difficult to handle 
and need not be expensive. But, he 
cautioned, mailing lists are as 
perishable “as a snowflake on a 
hot griddle” and rapidly become 
worthless without constant main- 
tenance. 

“A simple tip on list mainte- 
nance,” he said, “is to put the date 
and source on each name you add 
to your mailing list. Then you can 
purge the list of old and worthless 


rold they lose sight of the major mer- Chicago, is conducting the largest news-| The company is opening an office in Los Angeles, to be organized by | ames at any time. We consider a 
and chandising goal—get the product, paper campaign for golf equipment in its) Edwin S. Vogler, eastern manager and v.p., and another in San Fran-| list contributes 50% to the effec- 
TP, into the hands of the people who history, with ads like this scheduled in 147 | cisco, to be headed by Garry Lewis, now with the Chicago office. tiveness of any mailing.” 

Col- can buy it.” newspapers in 63 cities. " 

and | Douglass May Join Ted Bates; Other Late News ® “How long should a letter be?” 
4 s With this in mind, Pepsi-Cola retain about 99%, the speaker de-| @ James C. Douglass, v.p. in charge of radio and television for Erwin,|he asked. “Long enough to tell 
a. surveyed the market and estab- | clared. Wasey & Co., reportedly is resigning to head the radio-TV department | your story,” he said. “We have 


lished consumer markets by ac- 
tivity groups—the home, at work, 
youth, special events and enroute, 
or traveling, markets, said Mr. 
Stanton. 

Aiming at 100% distribution the 
firm set up vending machines in 
factories, made smaller bottles for 


concessionaires who did not like) 


the 12-0z. bottle, more emphasis to 
mass displays directed at home 
consumption and increased samp- 


A panel discussion brought to- 
gether four speakers to discuss the 
‘coordination of advertising and 
| merchandising. 
| Edward R. Richer, panel chair- 
/man and Grey Advertising Agen- 
cy v.p., stressed merchandising as 
a creative function. 

“The gap between advertising 
‘and merchandising must be 
|closed,” he asserted. “Advance 
|planning of the merchandising pro- 


of Ted Bates & Co. 


e Donald B. Seem, advertising manager for Electric Auto-Lite Co. 
since 1950, has been named v.p. and director of advertising for Auto- 
Lite. He joined the firm in 1947 as assistant advertising manager. 


e The Baltimore Sun will reduce its column width to 11.6 picas begin- 
ning June 8. 


e National Biscuit Co., New York, will stage “the greatest sweet goods 
promotion in its history” next month for its fig newtons, Oreo Creme 
and Swiss Creme Sandwiches, coconut bars, vanilla wafers and waffle 
creams. Nabisco will use Arthur Godfrey’s CBS radio show, 24-sheet 
posters in all cities of 50,000 or more, 20-second spots in 62 TV mar- 


found in the automotive and drug 
fields that a two-page letter out- 
pulled a one-page letter 19 orders 
to 8 per 1,000. However, cam- 
paigns on the McGraw-Hill Digest 
seem to be more effective when 
limited to one page.” 

Translations into foreign lan- 
guages, he said, are economical if 
a list in a country is over 750 
names. He suggested translations 
by commercial organizations in 


a pon Frid a bigger play in the youth | cedure at ae the ag yd kets, a full-color spread in Life and full-color pages in Good House- New York or by overseas offices 
ee : : there penpguthatronggere oe keeping, Look, Parents’ Magazine and Woman’s Home Companion. A} ASCEND. 
an “Packaging is becoming more strategies must be weaved to-| ne ra ae , Sanath hic ume- aad a — As to selling strategy, Mr. Gibbs 
ae A wate immeetenk os pa ther.” w cheese cracker—Donald Duck Quackers—has been put in national a aa 
ee eS eee ee — | distribution, but no advertising has yet been set. McCann-Erickson is said, “‘we have found, contrary to 
om into what is sometimes termed an| | the papa : , : ‘ “tall advice, that the letter which 
Fa era of robot selling,’ Arthur P. | = Henry M. Schachte, director of. ey sells subscriptions in the United 
X= Bondurant, v.p. and advertising advertising, Borden Co., stressed | e Brooke, Smith, French & Dorrance will open a new office at 1250] States will, with minor changes for 
‘ir- director, Glenmore Distilleries Co. the need for coordination between | Wilshire Blvd., Los Angeles, to be headed by Harvey West, account| foreign customers, sell orders over- 
ec- and a packaging expert, told the! advertising and sales executives.| executive in the BFS&D San Francisco office. seas.” 
ice session. “One of advertising’s strongest | ("ae Be ~ 
m- Glenmore, Mr. Bondurant said, | factors is continuity,” he said. “If | oes aE natied “Texevidias tae” Boek a poor po ons s A. T. Zodda, promotion man- 
has been striving for unique pack- | a good idea is found and devel- as bi-monthly pay will switch to monthly at some future time. Jack | #8e? of E. R. Squibb & Sons over- 
a aging for years, always with an /oped, why discard it just because | J. Podell. formerly with Cavalier, is editor. There will be no advertia. seas division told the export group 
ind 4 attempt to be different from the a new year’s advertising has be- | ing ins the first lesue ; of these traditional tabus his com- 
the } competition. When Glenmore in- | gun. Our Elsie is now 14 years old a pany has dispelled in direct mail 
ual tac J aoe Rages in a) ~— she gong eB ewe os promotion: 
ay. anta aus boot, he said, “we) t was the hard-boiled opinion 7 | 7 1. Dont mail more than once a 
_ found ged os = 36 —_ . ee ere ggg me Mutual Offering Tom Duggan Off Air month: “Our mailings,” he said, 
il- as muc entucky Tavern a ronson ownsen o., that ; 7 7 1 have gone up from two a month in 
m- Christmas as we had ever sold any | in co ret — both ad- Minute Spots on Again. This Time 1948 -~ pet or five mailings 
previous season. vertising and merchandising are monthly today.” 
of | in their infancy. ‘ Network Programs for Good, Says NBC 2. Never mail samples to Latin 
led ® The “Texas Fifth,” actually a| “Of the several hundred manu-| New York, May 1—Mutual| Cuicaco, May 1—National|America: “Horsefeathers’! Mr. 
ng half-gallon bottle, was cited as|facturers we buy from, over half | Broadcasting System has come up | Broadcasting Co. officials said to-|Zodda declared. “Samples are de- 
sh- another illustration of packaging do absolutely no national adver-| with a plan which is the closest day that sportscaster Tom Duggan |livered. Try it for yourself. Put 
of influence. After the promotion had tising in any form,” he declared.|thing to spot radio yet developed | won't be rehired this time. your field men on the mailing list 
caught on, “our company sold, in| “Far too many of our suppliers! by the networks, in an effort to| The WMAQ-WNBQ commenta- | so you can check delivery. It is also 
two weeks in Texas, as many half-|claim to be national advertisers | hold on to their share of the busi-| tor was fired Tuesday for the sec-| good for the salesman’s morale and 
‘d- gallons as we had sold in two| when their total national adver- | ness. ond time since February (AA,| shows him how his house is help- 
ras years.” tising program is an occasional) In effect this plan, which is! March 2, 9) because he allegedly | ing him sell.” 
u- Norman B. Norman, v.p., Wil- | 2”x2” ad in the Post...Most so-| called “Pin Point,” permits an ad-| failed to clear material in advance 3. Never mail self-mailers: “We 
ras liam H. Weintraub & Co., outlined | called brand preference in the vertiser to buy minute participa- of broadcast. can’t prepare enough to satisfy our 
op, the “state of mind” that goes into| hardware business is dealer pref- tions in whatever available Mutual| The popular but caustic Duggan | overseas people.” 
ras the advertising for Revlon prod- | erence, rather than consumer pref- programs he chooses. The net-| has waged a long battle with the 
ild ucts. erence. ‘work did not make it clear how | International Boxing Club and/a@ 4, Never mail during vacation 
ns, The company believes in “re- “Basically, the hardware indus-| many minutes are required for a various fight promoters. NBC} season: “We defied this,” Mr. Zod- 
vitalizing” nail enamel and lipstick try needs the active aggressive minimum contract. _lowered the boom because of last} da said, “and in one country got a 
In, sales twice yearly through new leadership of capable men within) MBS unveiled its new strategy |Sunday’s telecast, in which Mr.| 16% reply card response. Maybe 
Id color promotions which “actually the industry, supplemented by the today with the announcement of Duggan reported on his visit to! we were helped by the fact that 
st- are new products and colors,” he best brains we can find in the ad- the signing of Murine Co. (Batten,| Rocky Marciano’s training camp! other companies did heed the tabu, 
).S, said. There are now 22 Revlon col- vertising and marketing fields,” | Barton, Durstine & Osborn) for and castigated the heavyweight’s| so our mailing had little competi- 
ors in use, he added, some of which he concluded. | participations in five programs for forthcoming championship  bout| tion.” 
re are promoted extensively while 'a 13-week period starting May 25. with Jersey Joe Wolcott. (For 5. Direct mail does not lead to 
WSs others are quietly slipped into thes George F. Olsen Jr., executive The program list: “Titus Moody,” more about boxing and the IBC,!| sales: “A mailing announcing a 
a market. v.p., Liggett Drug Co., spoke from “Van Deventer and the News,” see Page 66.) new product went out on the eve 
if- 7 the retailer’s viewpoint: Gabriel Heatter, “20 Questions’ Mr. Duggan was fired last Feb-| of marketing. A sudden legal com- 
# “Careful integration, proper There is little that can be done and “Queen for a Day.” ruary for his remarks concerning) plication delayed marketing of the 
ay timing and control of sales Pro- creatively by the retailer, since so What makes this buy different James Norris, IBC president. He | product about ten days. What hap- 
of grams together with consistent ac- much of the material—advertis- from other network sales patterns returned to the air in March, after| pened? Without any mention by 
of tivation at the distributor level, is jing, window-displays, sales aids of for scattering the advertiser's dol- a peace pact with NBC. ithe salesmen, doctors began to 
As, a serious challenge to anyone con- all kinds—has already been cre- lar over several programs is the An NBC spokesman said Mr.| prescribe the new product and 
Ww, cerned with marketing. Carl L. ated by the manufacturer and his use of a one-minute commercial, Duggan departed from his filed pharmacists clamored for sup- 
h- Bixby Jr., sales training manager advertising agency. Merchandis- Fr spot, on the program. script on several occasions since | plies.” 
rt, for General Electric Co., said in @ jing is the function of moving goods He does not get opening or clos- the pact, thus violating the net- 
du discussion of improved selling to the ultimate buyer.” ing identification as the sponsor work’s standard operating policies, | Dearborn Motors Promotes 2 
3i- methods. , : of the show, as he does for exam- “but this time somebody com-| pearborn Motors Corp., Birm- 
r- Mr. Bixby outlined three “tra- Quaker Oats A ints Sh ple on MBS’ ‘Multi-Message Plan,” plained and he was caught.” Mr. ingham, Mich., national marketing 
ng ditional” ways to approach the #¥@ker Wats Appoints shaw which offers advertisers a partici- Duggan, however, ass , wd 
ys to aay? ‘ sers a partici uggan, however, asserted he did organization for the Ford tractor 
problem—tell distributors what to oe SS Co., Chicago, has pating spread over the 8 to 8:30 not depart from his script. Three|and Dearborn farm equipment, 
do, show them how to do it and Chica i eed cae ae p.m., EST, time spot. With this all of Mr. Duggan’s four former spon-|has promoted David Meeker, 
help them do it. ; Faring ‘end Pack-O-Ten, Ferina but sold out, Mutual decided to try sors so far have stuck with the Pacific Coast sales manager, to 
“ A distributor who is “told” will \4. previously handled by Need- 4 Variation of the technique to get program, where staff announcer oe _— — a a. 
of retain 10%; a distributor who is ham, Louis & Brorby, and Sher- Some advertising mileage out of Norman Barry and sports an- tne aly By a hy sem ppt ia 
or, “shown will retain half, but a man & Marquette handled Pack- other attractions now riding whol- nouncer Joe Wilson have been has been ad Moe to sasleen Uae 
Ww distributor who is “helped” will O-Ten. ly or partly sustaining. filling in. | Meeker. ‘ ; 
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Commerce Under Secretary Cites Need for 


Advertising and Selling in New Economy 


(Continued from Page 3) 

“We cannot temporize or mini- 
mize this vital responsibility of all 
of us in sales management—to 
stimulate substantial increases in 
the efficient distribution of more 
products to the many old and new 
markets of our expanding econo- 
my. 


s “While great strides have been 
made to improve the sales pro- 
ductivity of sales personnel, in- 
cluding wholesale and retail sales- 
people, much remains to be done 
in the stimulation and motivation 
of many sales people to improve 
their selling ‘know how’—in keep- 
ing with standards of advancing 
selling techniques, including in- 
telligent tie-in with the advertis- 
ing and other merchandising pro- 
grams for their firms.” 


Living standards can be _ in- 


Wherever. 


ciITY 


FARM 


NIGHTTIME 


WBZ is the station 
“listened to most’ 
in New England! 


In this Whan Survey.. the 
most comprehensive audience 
survey ever attempted in New 
England.. the leadership of 
WBZ emerges strong and clear. 
In this Survey, too, you'll find 
records of listening habits that 
will help you spend your New 
England advertising dollar with 
utmost results. If you haven't 


a copy, get in touch with Free 
& Peters or with 


50,000 WATTS 
NBC AFFILIATE 


WESTINGHOUSE 


RADIO. STATIONS Inc 


~ WBZ WBZA KYW KOKA 
— WOWO KEX = WBZ-TV — 


y 


creased by a third in the next de- 
cade, Mr. Williams said, only by 
a great increase in our output and 
consumption. “In the long run 
more goods can be consumed only 
if more goods are produced with 
less human effort. 

“Historical trends show that an 
increase in standards of living is 
invariably accompanied by an in- 
crease in the portion of our total | 
income which is used for services, 
such as education and recreation. 

“If all these elements are put 
together, we find that an increase | 
of a third in the total per capita 
consumption of goods and services | 
for the American people would 
require an increase in the neigh- 
borhood of 50% in our output.” 


s Mr. Williams outlined a three- 
point program to carry out the 
Eisenhower administration’s pledge 
that prosperity need not be based 
on war or even defense production 
programs. 

“1. We must slightly accelerate 
the present rate of private capital 
formation. 

“2. We must make and we must 
sell the goods and services which 
represent our optimum production 
and distribution potential of our 
growing system of plant and peo- 
ple. 

“3. We must provide private in- 
comes, both corporate and per- 
sonal, which permit investment, 
production and distribution at a 
profit.” 

He said that advertising can 
stimulate the rate of capital for- 
mation by developing “an invest- 
ment consciousness for the great 
mass of the people. 


s “This is often educational ad- 
vertising at its best. It must be 
continued until virtually all the 
people with savings get the habit 
of being capitalists.” 

Other ways of accelerating capi- 
tal formation are through tax law 
changes “to induce disposal of 
old plant and investment in new 
plant equipment, processes, ideas, 
concepts and economics responsi- 
bilities.” 

He also called for development 
of additional sources of energy 
from electricity, coal, oil and gas, 
and for the introduction of new 
machinery “to replace the motion 
of human hands.” 

“Every time we are able to do 
this,” he said, “every time we find 
a machine that can be made with 
considerably less man-hours of 
work than the work it replaces, 
we have increased the output per 
man-hour of the economy.” 

Before looking into the role of 
distribution and advertising in the 
expanded economy, he listed ex- 
amples of consumer goods indus- 
tries which will expand production 
as we achieve “optimum” produc- 
tion “for our growing system of 
plant and people.” 


® Refrigerators, air conditioners, 
electric appliances—particularly 
|garbage disposal units—and TV 
/setS are among the appliances with 
‘large market potentials, he said. 
Aluminum as a substitute for wood 
|in furniture was mentioned as an- 
other. 


| High incomes would be achieved 
by “upgrading the earning power” 
of workers. With the introduction 
of machines, he said, workers must 
be educated to take better jobs. 
“The drive must go on for the con- | 
tinued reduction of unskilled and| 
low-skilled operations in factories, 
mines, offices, even in government, 
through the use of machines and 
systems for such tasks. 

“It is difficult to see how the 
man with the hoe can greatly in- 
crease his output per man-hour| 


/until he has the skills and educa-| 


tion which would enable him to) 


‘fun a tractor.” 


OPERATIONS—The new operations committee of the Four A’s 
is made up of (left to right) Henry G. Little, Campbell-Ewald 
Co.; Frederic R. Gamble, Four A’s president; Henry M. Stevens, 
J. Walter Thompson Co. and new chairman of the association; 


W. R. Baker, Benton & Bowles; Earle Ludgin, Earle Ludgin & 
Co., new vice-chairman; Marion Harper Jr., McCann-Erickson; 
Winthrop Hoyt, Charles W. Hoyt Co., secretary-treasurer, and 
George Link Jr., counsel for the group. 


Adman Gourfain Wears Two Hats for 


| 


Running Agency and Selling Freezers 


(Continued from Page 2) 
ered, he said, that its former Chi-| 
cago distributor was concentrat-| 
ing on the big-sell appliances, com- 
pletely ignoring freezers. 

Obviously enough, in opening up 
Amana-Chicago, the first thing 
Gourfain-Cobb went after was re- 
tail training, which, it believes, is 
the responsibility of the distribu- 
tor. Amana-Chicago now has a 
training shop where regularly, and 
with great persistence, it brings 
retail sales people to study the) 
Amana freezer. “We actually go out 
in cars and bring these guys 
down,” Mr. Gourfain declares. 


@ Moreover, the firm even puts 
trucking crews through a training 
session (garnished with beer), 
having found out that a knowledge 
of the product cuts down com- 
plaints about poor installation. 

As to the success of the venture, 
Mr. Gourfain points out that right 
after his distribution house opened 
its doors, May 25, 1952, the steel 
strike hit, so that the firm only got 
under way in September. Despite 
that, it became the No. 1 distribu- 
tor in the Amana organization in 
January of this year, and has held 
the position through February and 
March, he says. 


@ Another mark of success was| 
chalked up early this year when) 
Gourfain-Cobb (as an agency, this | 
time) got the trade, local and spe- | 
cial advertising for Amana, which, | 
Mr. Gourfain reckons, should do) 
$50,000,000 worth of business this | 
year to keep up with its booming > 
$2,250,000 ad budget (AA, Jan 12). | 

And, of course, under Mr. Spra-_ 
gue’s direction, the agency con-| 
tinues to conduct “marketing au- | 
dits” and sales training programs. 
for whoever will buy them. Re-| 
cently, it conducted for a Chicago 
manufacturer a retail selling ses-| 
sion on such a neglected item as 
the crib mattress—and attracted 
240 of Chicago’s meet-hardened 
furnishings salesmen. 


@ The reason for such success, as 
Gourfain-Cobb sees it, is its rec- 
ord for discovering in great detail 
the special selling conditions and 
errors pertaining to each product, 
and then “throwing it at them.” 

Ed Gourfain (as head of Ama- 
na-Chicago) denies, however, that 
his success as a distributor has 
brought riches. “We've invested 
too much in good men and training 
for that,” he maintains. 

A peculiarity of Amana-Chica- 
go’s organization is that it con- 
tains not one oldtime appliance 
salesman. Perry Winokur, the sales 
manager, was transferred from 
Gourfain-Cobb, where he had been 
a solicitor of new business, anc all | 


| the rest of the sales staff are also | 


“greenhorns.” “We wanted men 
who’d submit to training, and who 
‘didn’t know that it couldn’t be 
done’,” Mr. Gourfain explains. 


# Anyone who senses a certain’ 
organizational confusion in the! 
Gourfain-Amana setup will get no) 
encouragement from Mr. Gour-. 
fain, to whom it is all very simple. | 


“When I go out to Iowa,” he says, | 


“T announce to the fellows that I 


have my agency hat on—let’s talk | 


| 


ad business. Then, later, I turn my | 
hat around and talk distributional | 
sales.” | 

At the same time, the adman-_| 
distributor points to the value of. 
an agency man who is able to pre- | 
sent an ad program from a dis-| 
tributor’s position. “I don’t have 
the right, as a distributor, to crit- 
icize another agency’s programs 
[i.e., those of Maury, Lee & Mar-| 
shall, New York, which has the 
rest of the Amana account],” he, 
explains. “But I can criticize the | 


timing and the markets aimed at.” 


8 The big point to Gourfain-Cobb, | ; 


whatever the organization, is that 
its retail sales evangelism has been 
proved in practice, and with a 
positive response from the retail 


salespeople themselves. 

“Every major appliance manu- 
facturer has a training program,” 
says Mr. Gourfain, “but if it is to 
rest on films and manuals it will 
never get off the ground. Films 
must be interpreted and books 
must be read to the trainees. The 
only way to make it work is 
through people.” 


Bay Area PR Society Elects 


C. E. Crompton, public relations 
representative for Shell Oil Co., 
San Francisco, has been elected 
president of the San Francisco Bay 
area chapter of the Public Rela- 
tions Society of America. Other 
officers elected are Gilbert H. 
Kneiss, public relations director of 
the Western Pacific Railroad, v.p., 
and Hal R. Strass, American 
Trust Co., secretary-treasurer. 


Safir Plan Names Levine 


Safir Plan Inc., New York tex- 
tile manufacturer, has named 


‘Mervin & Jesse Levine to direct 


advertising on Rabhor robes. Plans 
being readied for Christmas pro- 
motion include color pages in 
Esquire and the New York Times 
Magazine, and probably fractional 
pages in Life and The New Yorker. 


IT’S IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. and newspapers reach 
top circulations because of 
them. SINGLE PRINTS or 
money-saving sub. avail- 
able. Write for FREE Proof- 
book Ne. 11. 

EYE*CATCHERS, Inc. 
207 E. 37th St., N. Y. City 16 
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IN GREEN BAY, W/SCONSIN 


That’s the way to score in Wisconsin’s 3rd largest 
sales market — fast, effective, home-by-home cov- 


erage 


PRESS-GAZETTE! 


the kind you get with the GREEN BAY 
Here’s how to penetrate 100% 


of City Zone homes in this prosperous market — 
and 95° of those in the Metropolitan area — to 


get your selling message in and over. 


The stakes? 


Nearly 265 million dollars in annual wholesale 
fe A 


retail sales! 
dependent market, 


tion means profit in your pocket! 


Positive control 


of a compact, in 
plus thorough media co-opera- 


For full details, 


contact Phil McClosky, Mgr. General Advertising, 
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Here is 
C the most 


, | ASKER fascinating, 
: | CT ORY | human story 


|| | of advertising 
a0 ever told! . 


ct : | The complete story, 
> : As He Told I t twenty-six chapters 


: as Illustrated throughout : 
an | with rare, history-making : 
e advertisements » 
ia! : : 1 50 ‘ 
7 +0 postpaid 
& : fot 
| ie Copyright by Advertising Age ° Chicago 11, Ill., U.S.A. 
16 set 
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Special Rates For Group Purchases 


USE THIS HANDY ORDER FORM 


Send for a Copy of “The Lasker Story” for your 
Friends, Associates and Everyone in Your Organi- 
zation Who Plays A Part in Advertising or Selling 
—IT’S A TREMENDOUS SOURCE OF INSPIRA- 
TION! 


ADVERTISING AGE, Dept. M4, 200 E. Illinois St., Chicago 11, lll. 


ceeneenias 


- . |S eldom will you have the pleasure of reading a book 
i ee with the impact of “The Lasker Story.” 


24 _ A book that’s entirely about advertising and what 
rs makes it click. 

fe A book that’s actually the business-life story 

2 of one of the greatest ad men of them all — 

Albert Davis Lasker—a man who rose from a $10 


a week copywriter to untold riches and the guiding 
force of Lord & Thomas! 


Told by himself with an intimacy that unlocks Sond me coples of “The Lasker Story.” 
the secrets of many of the most famous advertising My Name 
campaigns of record. nei 


Told so well . . . so informally . . . so humanly . . . 
that you feel like Mr. Lasker is talking to you 
personally . . . giving you the benefit of his great 
advertising experience. It’s superlative! 


Your money back if you are not 
fascinated...and we mean FASCINATED! 


rs 
“ts 
, ‘ F (Fei HA Sea Oc! De tela Ma 6 ig eh ide 


Address. 


City Zone State 


| am enclosing a check or money order for $ 


figured at $1.50 each for 1 to 9 copies; 10% discount for 10 te 
49 copies; 20% discount for 50 copies or more. | understand 
the price includes all handling and postage charges. 


ATES SRS PG SRG OR RRS nk REESE ROS css Se 2 aaa 
eh ze re * BAe Re Ske bs eat aa eae Sas 


* % Se ie a rer os ne ¥. = 6 i “=> fe". ‘ : $ , AY Me aS, Ne 
re ‘Seay ie Boat ri ; SPS ; ed ¥e jet hs ar te - Bw ee ig: 6 es ioe 2 aoa ; # tote Sy ce en ORES : 4 f ie ¢, Ay 5 x st ay 7 foxy ee es fe = Py Ree 7g abn “ce ‘ 
Bites maga RRR St Na ae Ue Ce Se Slike: car ae Hie jis er aha ee, tee pee Sar? acre Ln ge 3 ee ta aes 2 esspeees ee et Ne ME eg 
Seen oo en et Ree) ae Sona selene ol i ae ee Ree has ee TI os Sakae Ee Be gaat SRR scit  ee ae Be ieee eee Sees fe OE a ells FLO ee, alot POR Ta A roan em he poe 
: - ahs * = > 7 é * = . * a . i ; fie “9 - . 2s Se a 4 fate a? Dp See ta 
ie Su 
at 
a 
. oe a 
Socal Ries 
| Be tes 
. aa we 
tees 
ae. 
ie 
° ae 
ae 
; Reet 
OF Fees 
oes 
: | peta 
| ; 
ay 
| ~ Pu ae a 
} | ee 
| aes 
: ae ae 
i meee: 
"y oT. toe 
ie yerent Be 
os 
| fi aired 
a SRE ys ee 
ns 
O., 
ed 
ay 
a@- 
er 
H. 
of 
D., 
an a 
.] Gj i 
5 ‘ pec 
x= 4 | | e 
a > anaes 
* ee fiec! 
z Bt = 
Se ee 
aoe : 
aes 
| ae 
¥ es i 
— | 
| ! ! | 
| i us 
! ! a 
| j ! ae 
! | 
i Be 
| | 
| ; 
: 
| 
ne... 
| ! 
| ! 
| : 
y : 
a 1 ee 
' 
! 
! 
| ae 
Se ! : 
j ! 
ee 
-_--- CC hUOr-C i 
‘ | ! 
j i 
i a ee ! : 
‘ 
. $ : ; P : * 


eee nee 


Advertisers will be getting 


a circulation bonus of 


approximately 500,00Q0 


during the remainder of 1953... 


at no increase in rates 


‘Te new high level of Loox’s circulation offers a remark- 
able opportunity to advertisers. 


With the issue on sale June 16 (dated June 30), when 
Look absorbs Quick, Loox’s circulation will be well above 
3,700,000. 


Look’s advertising rates are based on a guarantee of 
3,250,000, and these rates will not be increased in 1953. 
This means Look offers advertisers a bonus circulation of 
about 500,000 for the last six months of the year. 


Right now Look’s circulation is at an all-time high. The 
additional audience, composed of former Quick-sub- 
scriber families, will make one of the most powerful and 
economical selling weapons more powerful and more eco- 
nomical than ever before. For Quick readers comprise a 
market of active, alert people who are young (median age, 


most exciting magazine in America 


34), well-educated (1 in 3 went to college), and prosperous 
(median income, $5,262). 


So Look will be delivering to advertisers . . . without 
charge during 1953 . . . an additional market of 500,000 
prosperous families. This in itself is a larger market than 
that reached by a number of important magazines and 
many of the major metropolitan daily newspapers. 


Here, beyond question, is an excellent way to make your 
advertising dollars work harder. 


GARDNER COWLES, 


EDITOR 
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